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True Advertising Evaluation Equation for Any Industrial Buying Guide 


EVALUATION AND USE ‘ ~ 


+/ BY PURCHASING MEN 
*Above is not an Audit Bureau of Circulations form. 








PURCHASING POWER C NUMBER OF 
PURCHASING VOLUME x + / COPIES 


WHO HAVE THE GUIDE OF USERS, “A” PURCHASED 


Obviously, value to advertisers in any Buying Guide circulation is solely in the number of 
copies used for “Where to Buy”’ direction—and in the Buying Power and Buying Volume of 
these users .. . As a rule, publishers’ statements, audited or otherwise, rely upon an errone- 
ous impression that merely number of copies distributed free indicates number used in pur- 
chasing . . . The one exception is the Audit Bureau of Circulations Audit... In its evidence of 
Buyer Evaluation, Use and Purchasing Power, this universally recognized authority goes far 
beyond merely quantity of circulation, as explained elsewhere herein... Thomas’ Register 
alone in its field qualifies for this Bureau Audit, and it is available upon request. 


THOMAS’ REGISTER’S BUREAU AUDITED CIRCULATION is 
largely concentrated in the upper brackets of Private Industry— 
Available evidence conservatively indicates that ‘“‘T. R’’ is the 
Guide purchased and preferentially used by at least 80% of the 


THOMAS REGISTER’S PAID AND USED CIRCULATION—In 
merely number of copies, each year it exceeds the distribution 
of any one issue of any other such Guide—IN PURCHASING 


total Plant, Office, and other Purchasing Power of the 25,000 
upper rated Manufacturers who—(per U. S. census)—account 
for 75% of the total production of all—(250,000)—U. S. manu- 
facturers. (An exclusive Government Contract assures the use of 
T. R. in all important U. S. Procurement Offices.) 


POWER AND PURCHASING VOLUME by buying men who 
prefer, order and use T.R. for ‘Where to Buy”’ direction, the 
Register’s ‘circulation facts indicate an industrial ADVERTISING 
VALUE NOT NEARLY APPROACHED by any other such guide 
— probably not within 50%. 





Wp ARN DEALER ILENE LO, 


The annual Thomas' Register operates daily throughout the year in securing highly desirable 
Buying Inquiries, entirely on its own... and it duplicates that value by contacting, extending 
and cooperating with "readership" impressions from advertising in Trade Papers, circulars, 
and other media—i. e.—at the inception of any Buying Interest, however activated, T. R. is 
very frequently consulted for its complete picture of all sources ... an important coverage not 


secured by any other advertising — BUYERS LOOK FOR ADVERTISING IN T. R. 


T.R., THE ONLY GUIDE THAT EFFECTIVELY PRESENTS 
PRODUCT DESCRIPTIVE ADVERTISING to the Colossal Buying 
Power in the T.R. top rated subscription clientele——T.R.'s 
8,000+ pages supply all the buying direction in all other such 
guides, plus thousands of pages of pertinent data not in any 
other—Obviously, T.R., the Guide they order and pay for is 
the Guide preferred and usually used by all their plant, office 
and other purchasing individuals. 


THOMAS PUBLISHING COMPANY 


ASK FOR THE BUREAU OF CIRCULATIONS AUDIT AND 
OTHER EVIDENCE (free upon request) — Showing how many 
want T.R.— how much they value and use it, as indicated by 
the substantial price they pay for it — their size, importance and 
purchasing volume, as indicated by capital ratings — and other 
vital evaluation data Thomas’ Register alone in its field can 
supply this incomparably informative audit. 


"9.956 TR. Advertise 
Cant Be Wrong : 


THOMAS 
AEGIST 


461 EIGHTH AVENUE, NEW YORK 1, N. Y. 
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Put Your Complete Product Data 
Before the “Who’s Who” 


in Warm Air Heating 


and Sheet Metal Contracting 


PUBLISHED EVERY JANUARY 
~ 2. SINCE 1933 


COMPLETE AND ACCURATE 
BROUGHT UP-TO-DATE EACH YEAR 





Use the January 1953 Directory Number of AMERICAN ARTI- 
SAN ...and your complete product data will be available all 
through 1953 to KEY dealers and contractors when they make 
collectively thousands upon thousands of buying decisions. 

Some manufacturers find a single page sufficient. Others use two 


PRODUCTS LISTED pages, four pages, even more space. Some insert their product files 
in AMERICAN ARTISAN as appear in other media. 


Cover your ENTIRE LINE in detail- give capacities, dimensions, 


COMPANYS LISTED specifications, etc. Here is too important a job of DIRECT SELLING 


not to have your company adequately represented. 
254 manufacturers have space in our 1952 Directory Edition. 
TRADE NAMES LISTED The January AMERICAN ARTISAN will also preview the Inter- 


national Heating, Ventilating and Air Conditioning Exposition, Chicago, 
January 26 to 30 . . . an outstanding event in warm air heating, res- 


ADVERTISING SECTION idential air conditioning and sheet metal contracting. The Show Section 


will list exhibitors, summarize their exhibits, give program data, etc. 


FOR PRODUCT DATA Second Class postal regulations can limit the size of this great 


Directory and Show Number. To avoid possible disappointment, 
place your space order TODAY. 


KEENEY PUBLISHING CO., 6 N. MICHIGAN, CHICAGO 2 


The ARTISAN £acé Panuary- 


DIRECTORY NUMBER FOR THE WARM AIR — SHEET METAL FIELD 
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THIS IS THE WAY IT LOOKS FOR 1953 IN 
plumbing, heating, wir conditioning, appliances 


iM ° Fi ; Wi . | ry 
laior PRarket Vill § be AeMmo 
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More than 80 per cent of the nation’s 45 million homes are 15 or more years old; 
54 per cent are 30 or more years old. Here is the constant market, a multi-billion 
dollar market, for modernization — the major market for plumbing, heating, air 
conditioning, and appliances in 1953. 


Homes are not all of the remodeling market. Commercial, industrial, institutional, 
and farm buildings need modernization, too. All will go in for millions of dollars 
worth of rehabilitation in the months just ahead . . . so, no matter what you sell 
in plumbing, heating, air conditioning, or appliances, point for the remodeling 
market in 1953. 


As in the past, domestic engineering contractor-dealers will have the top entree to 
all remodeling work. Domestic Engineering’s Bay City Story (in the November 
issue) will show them new methods for analyzing needs and new techniques for 
organizing and executing long-range sales campaigns. These contractor-dealers 
will be selling most remodeling because they are best equipped to sell, install, serv- 
ice, and guarantee. 


The magazine that will put your products into more modernization jobs because 
of its skillfully charted coverage of all contractor-dealer interests will continue to 
be Domestic Engineering. Schedule the November Issue, opening gun in the big- 
gest remodeling promotion ever undertaken — and keep it on your schedule for 
all of 1953, to get your share of the modernization market avd new construction, 


too. 


The domestic engineering contractor- dealer is merchandiser of institutional and farm buildings. His modern store provides 

plumbing, heating, air di i and pliances, and he attractive display and effective selling representation. His 

installs these products in residential, commercial, industrial, installing and repair crews complete the sale and keep it sold 
with dependable service and guarantee. 
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This is how Domestic Engineering conducted its Bay City Sér- 
vey of remodeling needs — the most searching, most pene- 
Homes, industrial plants, 
cial structures, and farms were visited and 


trating study of its kind ever done. 





’ 


OFT 7 Uli 


Sales, advertising, research, and pub- 
lication authorities who observed 
the week-long Bay City study called 
it the most exhaustive survey of its 
kind ever undertaken. It has estab- 
lished completely new approaches to 
building and equipment moderniza- 
tion and sales. It will appear in the 
November issue of Domestic Engi- 
neering. 


Under the direction of Dr. Charles 
L. Allen, Northwestern University’s 
top market analyst, and the editors 
of Domestic Engineering, a staff of 
40 interviewers literally took Bay 
City, Michigan, apart, Sept. 6 
through 13. 


More than 600 personal interviews, 
lasting an average of 50 minutes 
each, were completed. The ques- 
tions asked went far beyond deter- 
mining building age and extent of 
use (number of occupants, etc.) In- 


—se 2 
. > 


Pd 
vy 


determined. 


their requirements analyzed, their ability to buy and their 
buying intentions 
contractor-dealers everywhere established. The Bay City Story 
will appear in the November issue of Domestic Engineering. 


Thus was the pattern for 


It will make business paper history and touch 
off remodeling sales drives across the country 


terviewers recorded the facts about 
operating efficiency of plumbing, 
heating, air conditioning, and appli- 
ances learned operating cost 
data . . . secured the facts about 
owners’ ability to buy, their buying 
intentions, and their financial status. 


Dr. Allen’s interpretation of the 
data compiled will appear in the 
November issue, together with Do- 
mestic Engineering staff stories on 
how to sell remodeling to residen- 
tial, commercial, industrial, institu- 


time to get 
saies 


There's still 
your remodeling 
message in the November 
issue. Write, wire, or 
phone your reservation 
now. Forms will close Oc- 


teber 1 5th. 


tional, and farm buildings. 


Your contractor-dealers, and those 
you would like to have in your deal- 
er organization, will apply the Bay 
City exploration to their own com- 
munities. They'll be searching out 
your market for you and selling it. 
The November issue will set the 
stage for a 1953 program that will 
reach into every part of the country. 


The November issue will make busi- 
ness paper history, but more mee 
tant than that, it will touch off re- 
modeling sales drives such as you 
have never seen before. 


In making your sales plans for 1953, 
point for remodeling. Get the con- 
tractor-dealers who will be selling 
remodeling on your side — through 
a strong, year-long schedule in Do- 
mestic Engineering, the magazine 
that shows how. 


DOMESTIC ENGINEERING Publications 


1801 PRAIRIE AVENUE 
CHICAGO 16, ILLINOIS 
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Here’s How to Make Your Exhibit at Builders’ Show 


AMERICAN 


UILDER 


aA, 
. La 


ia 


BUILDING PRODUCTS ON REVIEW 


NAHB CONVENTION and EXPOSITION ISSUE 








Here’s where you can 


makes Sales to over 


98,000 


BUILDING MEN 


Largest Circulation at 


lowest cost per thousand 


@@ 


Tie your Convention Exhibit to the January 


F 


@ 


4 


AMERICAN BUILDER 


Exclusive CONVENTION ISSUE 


4 BIG FEATURES IN 1 BIG ISSUE 


NAHB Convention Program Features 


The big January issue will be in the hands of readers before they leave for the 
big convention in Chicago. Helps guide those attending to get the greatest 
value from the convention activities. 


Building Products on Review 


This is AMERICAN BUILDER’S Exposition-in-Print—the perfect tie-in with your 
advertisement. Consists of pictures and descriptions of products to be exhibited. 
Builders and Dealers use this big issue as a guide for planning product and 
equipment purchases. 


National Home Week Contest Winners 


An exclusive AMERICAN BUILDER feature. Awards to winning local builder 
associations and individual retail lumber dealers will be announced by Edward 
G. Gavin, Editor of AMERICAN BUILDER, who originated National Home Week. 


Your Own Product Sales Story 


Your advertisement becomes an important part of this big issue. You make 
sales because your ad completes this editorial-advertising tie-in that helps 
building men get buying information from both the editorial and adver- 
tising pages. 


A.R.F. Readership Study proves AMERICAN BUILDER is the Readbook 





TICKLER FILE ina the 1953 N 


PE 


Biitdte it 7 : 


oy M 
> 
4 american Builder! 


Conve ntrion 
. 





There is no activity in merchandising and ad- 
vertising that involves more detail than exhibiting at 
trade shows. 


Here’s an easy way to organize the hundreds of de- 
tails necessary to make your product exhibit a profitable 
sales tool at the National Association of Home Builders 
Convention and Exposition in January in Chicago. 


You can rely on this helpful Tickler File instead of 
your over-burdened memory. It tells you what to do and 


Plus periodic Reminders 


From time to time we will send you Reminders 
covering new ideas and events as they develop— 
te. help make your convention exhibit pay off big. 


Mail Coupon Today for 
Your FREE File Folder 


of the Light Construction Industry 


NAHB CONVENTION ‘AND be 
\ 


What to do before Aug. 15th 


TICKLER FILE 


\ 


AHB — and Show 


4 What to do before Dec. ] 


5 What to do before Jan. 14 


2 What to do before Oct. 3rd 


3 What to do before Nov. ] 


6 What to do the Day before the show 


when to do it. It suggests many practical exhibit ideas 


you may not have used before. 


The NAHB Convention and Exposition is a big event. 
Last January over 16,000 attended . . . 16,000 prospects 
who come to you for information about your products. 
The success of your exhibit depends on how thoroughly 
you plan and organize it. This Tickler File will help you. 


Send coupon for yours . . . with our compliments. 


ame ame owe ae ae? ee ae eee ae ow ee aoe Sn 


AMERICAN BUILDER, 
79 West Mofroe St., 
Chicago 3, Ill. 


Please send me the NAHB Convention and Exposition 
Tickler File Folder. 


Name. 


Company 


eee ee 


Street. 


City- ee : —State___. sects 


a 
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high 
HOME 


readership 


INCREASES 
THE IMPACT 


of your 


advertising 
message 


to the 


thousands of 
important 
ENGINEERING 


and 
OPERATING 


MEN 
who receive 


Chemical 
Engineering 
Progress 


ante netetie ns Cae? CON ae, oa 


each month 


Chemical 
Engineering 
Progress 


120 East 41st Street, New York 17, N. Y. 


8 find trial Marketing 


letters 


to the 


Editor 





@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


How perfect is perfection? 


® TO THE EDITOR In INDUSTRIAL 
MARKETING for September, page 57, 
Kenneth W. Lineberry says Black, 
Sivalls & judged their 
“name-the-propane-system” 
on the basis of originality. 

Is he serious? The winning prod- 
uct name, “Perfection,” appears 161 
times in the trade-name section of 
my copy of Thomas’ Register and 
it’s an old edition, at that! . . JOHN 
ECKELS, copy chief, Perry-Brown, 
Inc., Cincinnati. 


Bryson 
contest 


Do IM advertisers, too, 
neglect inquiries? 


® TO THE EDITOR: Your article on 
page 52 of the September issue tell- 
ing how industrial advertisers lose 
sales via inquiry neglect reminds 
me that I answered an ad in your 
Market Data & Directory 


Number and have heard nothing. 


annual 


The ad offered a clipping service 
It looks 


as though inquiry neglect is a com- 


for industrial publications. 


mon situation . . G. GORDEN HERTSLET, 
manager of customer relations and 
advertising, Gaylord Container 


Corp., St. Louis. 


Catalogs: how much should 
author's corrections cost? 


® TO THE EDITOR .. We are in the 


process of producing a complete 


line catalog. In setting up a budget, 
I would be interested to know what 
your experience has been from sur- 
veys, as to the percentage of over- 
all costs that we should include for 
author's corrections. Any informa- 
tion or survey statistics that you 


could supply me in this matter will 


be greatly appreciated EDMUND 
P. LUNKEN, vice-president and sec- 
retary, Lunkenheimer Co., Cincin- 
nati. 

[Have any of our readers any 
statistics or other help to offer Mr. 


Lunken? . . Ep.] 


Seeks data on how industry 
handles ad inquiries 


™ TO THE EDITOR One of our 
clients is interested in obtaining in- 
formation as to the manner adopted 
by general industry in answering 
inquiries from advertising and/or 
coupons. 

Is it advisable to use air mail 
postage in answering requests for 
literature or information? Have 
other industrial firms found that 
more sales are made by ‘answering 
as quickly as possible while the 
prospect's interest is high? 

If you have any data from a sur- 
vey, or any general information on 
this matter, please furnish us with 
a copy of such material JEANNE 
VANDERBURG, Franklin Associates, 
San Pedro, Calif. 

[“Five Wrong Ways to Handle In- 
quiries,” by John Mannion, IM, 
June, page 48, will help you with 
your problem. Also, see IM, Au- 
gust, page 42, for “Advertisers 
Fumble Inquiries, IM Study Shows” 
and subsequent IM issues. . .ED.] 


Agency wants farm ad 
to sales percentage figure 
® TO THE EDITOR . . We are search- 


ing for some information en the 
percentage of total sales spent for 
advertising by manufacturers of 


farm implements and equipment, 





To reach 93% of the men who buy or specify 
98% of all oil producing equipment — adver- 
tise in WORLD OIL. . . Here is the largest avail- 
able paid subscriber coverage of men directly 
and exclusively engaged in oil producing . 
over 15,000 ABC. 


Here's why you can recommend the use of 
WORLD OIL with complete confidence: 


@ A superior editorial job puts heavy emphasis 
on engineering, operating and management 
material. 


Sectionalized reading content gives an orderly 
presentation that results in greater cover-to- 
cover readership of editorial and advertising. 


Over 7,000 of WORLD OIL producing sub- 
scribers read no other oil paper. 


WORLD OIL’s monthly frequency fits oil 
producing men’s reading habits. 


Proven, paid circulation. Member of both 
ABC and ABP. 


A schedule in 14 issues of WORLD OIL gives 

you complete, every-issue coverage of your 

product advertising. 
ABOVE RIG FLOOR 
SCENE shows drilling 
crew lowering pipe in- 
to hole. Completion 
of just one oil well 
requires thousands of 
dollars worth of equip- 
ment 


WORLD OIL is “Read Logo grads by most men-who-buy in the oil pro- 
ducing industry . . . by 93% of the men who buy or specify 98% of the 
equipment used in ‘the oil producing business. . . Ask your Gulf Publishing 
Company representative to show you WHO these readers, with definite buy- 
ing power, are. 

SEND NOW FOR... 


your personal copy of the informative new 
WORLD OIL Market Data Book for 1953. 








ah [ORSON ERNE BRI ] 


The ‘‘IDEA’’ + OR of the Oil sreyinntt _— ee 
SRE ES TE NIE REE CBSE SPR: MOO PWN Feb HT we 
4 SPECIALIZED PETROLEUM PUBLICATION QF "= 


P. O. Box 2608 © Houston, Texas 
World’s Largest Oil Industry Publishers 


OFFICES AT: NEW YORK, CHICAGO, CLEVELAND, TULSA, LOS ANGELES 
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BE THERE « force When Th 
What Products to Use—Whos 


GO INTO HP&AC’s JANUARY 
1953 DIRECTORY NUMBER with 


Detailed Information eoee- Make 





Your Product Advantages 
Instantly Available All Next 
Year to Over 16,000 Engineers 
and Contractors WHO ARE THE 
MARKET for Every Type of 


Equipment Used to Heat, Pipe 





and Air Condition America’s 
Industrial Plants and other 


Types of Large Buildings... 





HP&AC’s DIRECTORY EDITION contains over 1,000 
product listings, names and addresses of over 2,500 
manufacturers, and all known trade names — thor- 
oughly edited and brought up-to-date each year... 
the field's ONE AND ONLY complete and accepted 
Reference and Buying Guide. 


Over 90% of HP&AC subscribers (paid-ABC) stated in 
answer toarecent survey that they use the January Directory 
Number when specifying and purchasing — referring to 
it, in a great many cases, as often as EVERY week. 


If you have a stake in this big volume market, our next Eonar | 
. ane iJ > 
January Directory Number enables you to place your com- svany eunDing ean 
plete 1953 product data in the offices of the KEY engi- 
neers and KEY contractors who handle practically all 
heating, piping and air conditioning of consequence 
— new work, additions, maintenance. 

Some manufacturers find a single page sufficient. Others use two 
pages, four pages, even more space. Some insert their same product files 
in HP&AC as appear in other media. 252 manufacturers have space in 
our 1952 Directory Edition. 

Your 1953 sales program — in our field — NEEDS this practi- 
cal, two-fisted assistance. Make your space commitment NOW! 
Do a comprehensive job. Give detailed descriptions, capacities, 

ifcari . di , etc. 











ey Decide } 
etoBuy! | Tam 


All Products, Manufacturers 


and Trade Names Piping & 
Accurately Listed ni r re onditioning 


5 
CONTENTS =; PACE 


AT LEFT: Typical 
Product Data 
Appearing in 
January Directory 


Editions of HP&AC " " 1 ( n \ \ | \\ \ \ N 


COVERING THE BIG AIR CONDITIONING SHOW 
PUBLISHED ANOTHER IMPORTANT JANUARY FEATURE 


HP&AC will preview the 11th International Heating, Ventilat- 
EVERY JANUARY ing and Air Conditioning Exposition, Chicago, January 26 to 30 
..an event of great interest to every KEY engineer and KEY contractor. 
The Show Section in HP&AC will list exhibitors, summarize their exhibits, 
SINCE 1 934 give program data, etc. 

Here will be complete ‘‘where to go'’ and ‘what to see"’ informa- 
tion for those who attend, and the ‘‘whole Show in print"’ for those who 
cannot. Subscribers will get their January HP&AC well in advance of 
the Show's opening. 


SEND US YOUR SPACE RESERVATION NOW! 


Heatin® \ Second Class postal regulations can limit the size of our January Directory 
WRITE FOR ripine conaitionin® \\\ Number. To avoid possible disappointment, order your space TODAY. Regular HP&AC 
TELL-ALL ond & \\ rates apply including agency discount. Yes, you can present COMPLETE product data 

ae \ at reasonable cost. Write for Tell-All Bulletin shown at left if you want more facts — 
BULLETIN 23 \ or call in the nearest Keeney representative. 


KEENEY PUBLISHING...6N. Michigan, Chicago 
AIR CONDITIONING HEADQUARTERS 


NEW YORK: 1734 Grand Central Terminal CLEVELAND HEIGHTS: 3734 Woodridge Rd. LOS ANGELES: 672 S. LaFayette Park Place 


AND ONLY COMPLETE REFERENCE AND BUYING GUIDE 
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For only 14c each, Reinhold will prepare, 


print, distribute, and promote 19,500* 


copies of your 8-page, 2-color catalog 


in key process 
industries plants 
for one full year! 


In CHEMICAL ENGINEERING CATALOG, your detailed prod- 
uct story serves 19,500* specifiers in over 13,000 Dun & Bradstreet 
company-rated plants. No waste circulation. No important process 
industries plants overlooked. CEC is the year-round “workbook” 
referred to, and worked with, by process industries specifying teams 
—the men who decide if and when your products will be used. 


CEC gives your promotion penny old-time value. Reinhold will 
prepare, print, distribuce and promote the use of your 8-page, 2-color 
catalog unit for only 14¢ each. A 12-page, 2-color catalog costs only 
19¢ each. Comparable low rates hold true for larger or smaller units. 
Today, while working on next year's plans, ask your Reinhold catalog 
representative to explain how to sell the process industries most 
economically, efficiently, surely. 
*Records show an average of five users per copy. 


REINHOLD PUBLISHING CORP., 330 W. 42ND ST., N. Y. 
Chicago * Cleveland * Buffalo * San Francisco * Los Angeles * Seattle * Dallas * Denver 


and wonder if you have any infor- 
mation on this subject. Thank you 
for any assistance you may be able 
to give us . . PAUL KOHLER, vice- 
president, Howard Swink Advertis- 
ing Agency, Marion, O. 


[We are sending a reprint of re- 
sults of a survey (IM Jan.) listing 
the groups you mention and the 
percentage of sales allocated to ad- 


vertising. . . ED. ] 


Seeks copy of ‘Guide 
to Better Publicity’ 


® TO THE EDITOR . . Where, please, 
can we get a copy of the “recently 
published manual based on a series 
of 12 articles by members of the In- 
dustrial Publicity Association, New 
York,” which originally appeared in 
INDUSTRIAL MARKETING? This man- 
ual is mentioned in Bob Aitchison’s 
column on page 24 of your July is- 
sue .. J. J. WELCH, account execu- 
tive, Ketchum, MacLeod & Grove, 
Pittsburgh. 


[“A Guide to Better Publicity” 
may be had by writing The Editor, 
IM, 200 E. Illinois St., Chicago. 


Price: 75¢ a copy. . .ED.] 


Liked Newcomb-Sammons story 
on their employe publication 


@ TO THE EDITOR . . We were very 
pleased with the article which ap- 
peared in your July issue describing 
the work done at our recent edito- 
rial conference in Cleveland. This 
article appeared on page 66-and was 
titled “Bus Tours, Conferences Keep 
Company Magazine Staff Alert.” 

We would appreciate it very much 
if you could send us several copies 
of this issue for our files . . NORMAN 
L. PARK, manager of publications, 
Pittsburgh Plate Glass Co., Pitts- 
burgh. 


Industrial editors laud 


Nev b-S S series 





® TO THE EDITOR . . I have read with 
great interest the first in the series 
of articles on employe communica- 
tions and public relations written 
by Robert Newcomb and Marge 
Sammons appearing in IM, August. 

As chairman of service for the 





American Association of Industrial IN THE PROCESS INDUSTRIES 


Editors, it seems to me that furnish- 


ing reprints of these articles for all | u 
members of our association would | RS 
be an excellent service. In this first | 


article, there is much of value and 

no doubt there will be in the re- | ia 
mainder of them. May we have FILL IN 4 | ae 
permission to reprint the material, 


& 
~~ | 


with proper credit? .. een van| MUILLION DOLLAR 


DUSEN, vice-president, American | 


Association of Industrial Editors, | ORDERS FOR 


Syracuse. 


[Permission granted. . . ED.] | CHEMICALS AND 
Who's in a fog.. _ RAW MATERIALS. 


agencies or editors? 


y 
® TO THE EDITOR . . Take a look at | li tas 
the Chase ad in September's Copy | fal Y, f 
Chasers. You forgot something. | © cose im 
Figured the way you say it should 


be, its “Fog Index” comes out over 


12. The total number of three- | : ; ns 
syllable words per hundred (or 14 Working-level technical men who make up the specifying 


+- 189) brings the index down to teams in the process industries are shrouded in secrecy. Inac- 

103. ‘Vas don't date the total num- cessible, even when known to your salesmen, these ghost- 

ber of three- or more syllable words. writers of million dollar orders are your most important 
What’s more, the index itself is | prospects. Their specifications emerge as purchase orders for 

pretty silly in spots. You present | chemicals and raw materials. 

it as a cure-all. It’s a handy little | 


tool, but that’s all. ssa iit 6 Q , 
» | EMICAIL > CAT i 3's 
To prove the point, I “fogged” | ATERIALS CATALOG’s 16,000* copies get 


Kvnr national comsdmer ads. Flere’s through to these key behind-the-scenes men—technical direc- 
the scoreboard. tors, chief chemists, research and development men, etc. They 
and their thousands* * of associates—use CMC the year round 

Ad Medium Date = Fog | as their detailed buying and specifying guide. CMC is the 
ew wag ss lees oP | ONLY source of complete information on commercially 
spo 9/22 se | available chemicals and raw materials. Your sales literature, 

Life /22 11.6 | cataloged in CMC, reaches more than 10,000 plants that 

make up this potent market at low cost—with no waste. 


By your standards, they stack up 
this way. Luckies’ copy is better | 
than Atlantic Monthly, but not as | Be sure you have the Jatest process industries 
good as the Bible. Blatz and Ben- | marketing facts before completing your 1953 
dix are a little better than Atlantic. | budget. Call or write your Reinhold Catalog 
Camels’ copy beats the Bible. representative for up-to-date data now. 
Then, trying to be fair, I “fogged” 


four articles in the same issue of | 
Life . . the first 100 words of each. | *Guaranteed distribution, 1952-53 edition, 16,000. 


**Records show an average of 5 users per copy. 





Here’s how they scored. 


Article Fog Article Class 
Pension Row 18.6 News 

Newsfronts 20.8 News | 
Flora McFlimsey 14.8 Children’s feature 
Marciano feature 16.0 Sports 


Who knows the market better . . , 
agencies or editors? ‘ nee end : 
But as I said, the index is a use~ | REINHOLD PUBLISHING CORPORATION, 330 W. 42nd ST., NEW YORK 36, W. Y. 


fal tock, After fogging ete of my | Chicago * Cleveland * Buffalo * San Francisco * Los Angeles * Seattle * Dallas + Denver 
own stuff, then rewriting it, I cut 


continued on page 156 
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MANAGER 
OF PLANNING 


Reader of Metal Progress since 1944 


Key pan in procurement of all 


PROJECT ENGINEER 
Reader of Metal Progress since 1940. 


Has complete and detailed respon- 


steel, 
metals 


WORKS ENGINEER 


Reader of Metal Progress since 1947. 


Reports to Manager of Engineering 
overlapping work of the Manager of 
Experimental Division Draws up 
specifications for metals and 
equipment Napes sources of supply 
until products get into full pro- 


ETALS ENGINEER 


Reader of Metal Progress since 1940 


Specifies heat treating furnaces 
instruments, testing machines 
supplies Advises Project Engineer 
on metal specifications 


METALS ENGINEER 


Reader of Metal Progress since 1947 


PLANT SUPERINTENDENT 


Reader of Metal Progress since 1940 


Responsible for foundry and machine 
shop production and for quality of 
finished products 





METALS ENGINEER 


PLANT METALLURGIST 


Reader of Metal Progress since 1950 


Same responsibilities as Division 
Metallurgist. but limited to this 
plant Reports to Plant Superin- 
tendent In addition to foundry 

work, has X-ray and welding 


METALS ENGINEER 


brass, aluminum and other 
CHIEF ; Determines requirements, 
schedules purchases 


DISTRICT ENGINEER 


Supervises product designing and 
tool engineering for this plant 
and others in the Division 
fies machine tools, cutting tools 
and cutting oils for all plants 


sibility on one project at a time. 
Supervises design. purchase of 
metals and tooling. Recommends 
plant equipment 


METALS ENGINEER 


" MANAGER 
EXPERIMENTAL DIVISION 


Reader of Metal Progress since 1940 


Reports to Manager of Engineering, 
overlapping the activities of Chief 
Works Engineer Specifies all 
metals going into new products. 
Specifies all equipment for clean- 
ing and plating Consulted on 

heat treating equipment 


DIVISION 
METALLURGIST 


Reader of Metal Progress since 1937. 


Reports to Vice President, Opera- 
Speci- tions Coordinates engineering 
departments of all six plants in 
this country Supervises selec- 
tion of all metals. foundry equip- 
ment and instruments. Recommends 
suppliers to Purchasing 


METALS ENGINEER 


In a plant-making copper and copper alloy castings. 


CHEMIST 


Reader of Metal Progress since 1940. 


METALLURGIST 
Directs all work in chemical labor- 


atory. Requisitions instruments, 


Reader of Metal Progress since 1945 laboratory equipment and supplies. 


Under Division Metallurgist, works 
on long-range projects Shell 
molding is typical Findings in- 
fluence future buying of metals 
and equipment 


M 





METALS ENGINEER 








MANAGER CHIEF PRODUCT ENGINEER 
INDUSTRIAL DIVISION 
Reader of Metal Progress since 1937. 


Reader of Metal Progress since 1944. Directs manufacturing engineering. 
muvee Works Manager, + game pe penn on Bng Borge +g 
Plant management team whic 
buys everything from plant facili- ri 6 Engineer, consulting on DESIGN ENGINEER 
ties through machine tools. raw @achines, tools and metals. 
materials and supplies. Coordi- 
nates sales and stant engineering Reader of Metal Progress since 1947. 
with production. 


METALS ENGINEER 


Prepares wiring diagrams and speci- 


METALS ENGINEER oo items being added 


ETALS ENGINEER 


In a plant manufacturing electrical heating devices. 


FIELD SERVICE ENGINEER 
JUNIOR 
DESIGN ENGINEER 


Reader of Metal Progress since 1934. 
DESIGN ENGINEER 


Reports his findings in the field 

on performance of metals and pur- Reader of Metal Progress since 1949 
chased products; thereby influ- 

pac aneei fientione pe paying Reader of Metal Progress since 1936. Understudies Design Engineer. 
of metals. Writes specifications for all 
metals, naming brands and sup- 
pliers. In constant contact with 


NGINEER metal suppliers. 


E 
ETALS 
M METALS ENGINEER MET 





IN THE 3 LEADING PLANTS OF AN INDUSTRIAL CITY OF 21,000 


THESE METALS ENGINEERS 
INFLUENCE BUYING 


These 17 men, although diverse in titles, are vital 
to everyone who sells metals or equipment for process- / 
ing metals. Employed by the three most important 
metalworking companies in a typical small industrial 
town, all are specialists in metal processing and 
fabrication. 

As their job descriptions disclose, these men 
INFLUENCE BUYING—specifying the metals, equip- A publication of the 
ment and metalworking supplies used in each plant. American Society for Metals 


You reach them all in METAL PROGRESS, the 7301 EUCLID AVENUE 
magazine read by 20,000 Metals Engineers. CLEVELAND 3, OHIO 





...0F mountains of materials and 


equipment to construct and maintain 
public works projects 


sell the public 
works engineers! 


in the whole varied range of construction 
and maintenonce jobs... on highways or 
waterworks...in garbage removal or 
street lighting, sewerage or airport work 

. the technical man responsible for the 
job is responsible for the materials and 
equipment bought, too. That's why you 
can sell more of anything used in the big 
municipal-county market, if you sell in 
PUBLIC WORKS Magazine. It solves on- 
the-job problems...at the top engi- 
neering level. And it's the only magazine 
edited especially for public works engi- 
neering officials. 


THE ENGINEERING AUTHORITY 
IN THE CITY, COUNTY, STATE FIELD 


310 East 45th Street, N.Y. 17 
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U. S. seeks to learn: 


about markets after defense? 


By Stanley E. Cohen 


® PRODUCTION of basic materials has 
increased to the peint where the 
defense program can soon be han- 
dled without a maze of government 
controls. 

But that does not mean that Uncle 
Sam will not continue to be a big 
customer. 

During the past 18 months, Con- 
gress voted about $130 billion for 
defense procurement and construc- 
tion. As of Aug. 1, only $34 billion 
of goods and facilities had been de- 
Another $46 billion was 
Still another $50 bil- 


lion had not even been committed 


livered. 


“in process.” 


on contract. 
During second quarter 1952, de- 
$8 billion 


Present plans call for continued de- 


liveries amounted to 
liveries at a rate of $10.5 billion 
quarterly throughout 1953 and 1954. 

Now that we have reached the 
point where we can handle a big 
defense program as a normal opera- 
tion, more and more people are ask- 
ing if we will soon find ourselves 
with a surplus of productive ca- 
pacity 

Mobilization Chief Henry Fowler 
has already indicated that we will 
have more steel next year than we 
will need for the present rate of 
civilian and defense output. Mr. 
Fowier has warned that we have to 
“take” .. or 


steel over to civilian 


step up the defense 
turn more 
users 
Commerce Secretary Charles 
Sawyer has asked a group of prom- 
inent business experts to join his 
economists in a study of “markets 
after defense.” A similar survey 
which the Commerce Department 
and Committee for Economic De- 
velopment made during World War 
II pointed up the huge capital goods 
market, which proved to be a basis 


of the big postwar boom. 


“Markets After Defense” is sup- 
posed to be published by Jan. 1. In 
all probability, it will offer facts to 
dispel some of the gloom. The cap- 
ital goods expansion seems certain 
to continue for a considerable time 
to come, so prosperity seems as- 
sured well into the new President’s 
term of office. 
drops off 
considerably next year, for example, 
but the volume of construction will 
still be at a high level, and there 
will be a backlog of commercial con- 
struction let loose next spring to 
offset the declining defense load. 

Business expenditures for new 
plant and equipment during the re- 
mainder of 1952 will remain at 
very high rates, according to the 
Department of Commerce and Se- 
curities Exchange Commission. 
Fourth quarter expenditures are ex- 
pected to be even larger than third- 
quarter . . indicating that business 
men generally do not feel that the 
recent steel strike will cause exten- 


Defense construction 


sive delays in the delivery of ma- 
chinery and equipment which has 


been on order. 


Consumption to Rise 50% .. 
William S. Paley, chairman of the 
board of the Columbia Broadcasting 
System, is actively trying to interest 
industry in doing something about 
the nation’s diminishing supply of 
raw materials. As chairman of the 
President's Materials Policy Com- 
mittee, he recently supervised the 
publication of a massive five-volume 
survey which shows that national 
consumption of materials is likely 
to increase 50 to 60° by 1975. 

“So far as raw materials are con- 
cerned, we have crossed the great 
industrial divide,” Mr. Paley says. 
“In 1900 we produced 15% more 
materials than we consumed, other 
than food. In 1950, we ran a deficit 

. we consumed 9% more than we 
produced. By 1975, the deficit may 
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PROGRESSIVE DIES—TOOLS FOR PRODUCTION ... PAGE 69 


PUBLICATION OF THE AMERICAN SOCIETY OF TOOL GISTIE ENGINEERS 

















You Can Reach 
2,730 More Tool Engineers 


Than You Could 12 Months Ago! 


Circulation of Their 
Own Magazine At New Peak 


More and more tool engineers—the most important 
buying influences in the metalworking industry—are 
being reached by more and more advertisers through 
the pages of THE TOOL ENGINEER. 

The Publisher’s Statement just released by the Audit 
Bureau of Circulations for THE TOOL ENGINEER re- 
ports a new circulation high of 22,022 with the June, 
1952 issue. Average circulation for the six-month 
period ending June 30, 1952 was 20,911—an increase 
of 2,730 over the average for the six months ending 
June 30, 1951. 

This increase, reflecting an expansion of the tool 
engineering profession, makes THE TOOL ENGINEER 
an even more important advertising medium for you. 


Place THE TOOL ENGINEER at the top of your 
°53 schedule. You'll reach more tool engineers 
than has ever before been possible. 


GicToo! 
Engimeer 
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Cover photo September issue: 
This six-stage progressive die is used by 
the Detroit Stamping Co. to produce brake 
shoe retainers for an automobile manufacturer. 


Progressive dies receive an eight-page illus- 
trated discussion in Tool Engineering Report, Publication of the American Society of Tool Engineers 


a regular feature of THE TOOL ENGINEER. ASTE Building, 10700 Puritan Avenue, Detroit 21, Michigan 





TO SERVE YOU BETTER... 


| (le aaked, NESTERN UNION to 


well increase to 20°% of the value 
of all the materials we consume.” 

While we are not likely to run 
out of materials, it will be increas- 
ingly costly in terms of manpower 
to produce them at home. Mr. Paley | \ jae: 
sees three general lines of action: | .. = 


1. Research to get more materials 
and more energy from domestic re- ‘ ns Be 
WESTERN witcccnst 


sources at low cost. 
W. Ph MARSHALL. Pree 








2. Research to develop substi- 
tutes for scarce domestic materials. 

3. More imports on terms that are 
advantageous to ourselves and to 
other nations of the “free world.” 

While all three are important, he 
thinks the third “offers the greatest 
prospect.” 


rn Union offices throughout 


17,619 executives. 
epee) pany name and 


@ 4,153 Weste 
the country 
@ Western Union a com 
ess by telephone. 
e ge jalen verified name of individual 
d his title. 
® Determined number of plant gpa 
® Determined locations of other — . 
here’s plants operated by company La sgpeoretoed - 
: ® Obtained name of plant superintende - 
what we neither name or title was shown on ou 
ard. 
learned ® Each card was certified by local Western 
Union operator with signature. 





Nickel Still Scarce . . The ration- 
ing of major metals . . copper, alu- 
minum, steel . . will be out of the 
way by mid-1953, but a handful of 
controls will remain as far ahead 
as anyone can see at the moment. 
Nickel will almost surely con- 
tinue to be a problem, even though 
the big Nicaro nickel plant in Cuba 
has been put back into operation 
at record levels of production. 
Stainless steel advisory committee 
was warned recently that the nickel 
supply is not likely to improve dur- 
ing the next year. While there have 
been temporary improvements, NPA 
says, these occurred as a result of 





As an advertiser . . . you can be sure of the readers of WOOD 
WORKING DIGEST. You can be sure they WANT this publica- 
tion — with its powerful reader interest already proven by many 
independent readership surveys. Now more than 95% personal 
ized, every copy of the DIGEST is directed to the right man, and 
every man is a logical prospect for your product or service. 
WOOD WORKING DIGEST now reaches more plants — more 


Get the Complete 
Story 
on how Western 
Union and WOOD 
WORKING DIGEST 
collaborated on 
uge nation-wide 
list-checking pro - 
gram. 


Mod- 


changes in programs. 

Stockpile requirements for nickel 
are as great as ever, and the re- 
quirements of the military and the 
Atomic Energy Commission are 
likely to increase greatly. The de- 
mand for nickel in jet motors alone 
is expected to double by fourth 
quarter 1953. 


Political Problem . . Aluminum 
Company of America has a delicate 
political problem, with international 
ramifications, before it can go ahead 
with the construction of the huge 
aluminum plant it hopes to build 
in southern Alaska. 

The plant is a tremendous de- 
velopment, involving the construc- 
tion of a town to house 20,000 peo- 
ple. It has ardent local support, as 
the largest investment ever made 
in Alaska by an individual company. 

However, Alcoa needs _ several 
thousand acres of public land. Since 
the Homestead Act limits the own- 
ership of public land by any in- 


Send coupon be- 
low for descrip- 
tive folder 








Latest market figures. 
and publication data. 
the sales potentials for I 
the huge woodworking industry. Mail cou- 
pon below for your copy of this Data File. 


(li est 
! 

A HITCHCOCK PUBLICATION 
Wheaton, Illinois 


WOOD WORKING DIGEST 


new plants, offers deeper penetration of buying influences. 


ern format in pocket-size — easy to read and use. Carries more 
A 


hit " hi: 





pages of advertising than the next 4 p 


Just Published 


24-page Data File based on NIAA 
Outline 


‘overnment statistics 
elps you determine 
our products in 


Mail this coupon to get 


Nome 
Firm .... 
Street 
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industrial Ratio Map of U. S$. Area of each 
state in exact ratio to its industrial value. 


M.P.A. covers the “Heart” exclusively! 


in the BOOMING 90-BILLION-DOLLAR 


MIDWEST INDUSTRIAL MARKET! 


Here’s your entree to BIG BUSINESS — in the 
World’s Greatest Concentration of Industrial Buy- 
ing Power! Here’s how to get “inside” where the 
real buying is done — where the orders ate issued. 
M.P.A. does it for you like nothing else can! It’s 
the P.A.’s own magazine, “must” reading for all 
members of the powerful P.A. Associations in the 
“Heart of Industrial America” — 100% “buyer” 
coverage, every month, 


Your ad in M.P.A, is the perfect introduction for 
your representatives. They'll report more sales: 
“The buyer saw our ad in M.P.A. — needs our 
products and services — closed a deal!” That's 
why so many “national” advertisers have made 
MLP.A. the exception to an iron-clad “non-regional” 
advertising policy. They're getting value, and 
they're staying with it. Try a series of your own, 
and you'll do the same! 


The proof! Over 50% of the space is used by 
“National” advertisers (steel) U. S., Republic, 
Ryerson, Williams. (brass) Bridgeport, Chase, 
Scovill, American. (oil) Standard, Cities Service. 
(packaging) Hinde & Dauch, R. Gair, American 
Box. (brushes) Osborn; (castings) Eaton; and 
others. 


Sample 
Magazine 
with Map 


639 Penton Building 
Cleveland 13, Ohio 


dividual to 169 acres, an Act of 
Congress will be required. 

In addition, Alcoa must have wa- 
ter from the Canadian side of the 
Alaskan border. Since it is pre- 
pared to give back electric power in 
return, the company is hopeful that 
the Canadian government will be 
cooperative. However, Aluminum 
Co. of Canada also has a big de- 
velopment in that area, and there 
is always a possibility that the ne- 
gotiations may be hampered by 
Alcan “politicking.” 


Less “Pass Through” .. More 
than the usual amount of complain- 
ing has gone up as a result of Gen- 
eral Overriding Regulation 35, the 
order of the Office of Price Stabili- 
zation writing the recent steel wage 
hike into the national price struc- 
ture. This order was supposed to 
allow 100°, “pass through” of in- 
creased cost. 

However OPS has issued a very 
technical order which will appar- 
ently result in considerably less 
than 100° “pass through.” Steel 
price hikes cannot be passed on un- 
less they are increases in ceiling 
price, as well as selling price. Since 
many items have been selling be- 
low ceiling, the mere fact that the 
price goes up does not automatically 
permit purchasers to hike their 
prices in turn. 


Steel Snaps Back . . Government 
officials are pleased with the rapid 
recovery which the steel industry 
has been making from the effect of 
the recent strike. There is con- 
siderably feeling that most of the 
lost ground will be made up by the 
turn of the year. 

NPA has held the automobile in- 
dustry to 60°. of its third quarter 
steel supply, in issuing advance 
“tickets” for first quarter 1953. 
However there is a general assump- 
tion that additional tickets will be 
issued by the time the quarter ac- 
tually rolls around. 

Auto people say that steel is read- 
ily available. They tell NPA they 
expect to have all the steel they 
would have had as though there 
had never been any strike. 


Needed: Engi s .. Office of 
Defense Mobilization has issued a 





report urging government and in- 


page l€ 





MARKET COVERED —Total construction outlays for the first 
half of 1952 were just under 15 billion dollars. CONTRACTORS 
AND ENGINEERS MONTHLY’s segment of that market embraces 
highway, heavy, and heavy building construction on a nation-wide 
basis, including the construction of highways, bridges, airports, 
dams and hydro-electric projects, earth-moving, irrigation, levees, 
river and harbor work, water works, sewage plants, and pipe 
lines, ds, viad and elevated highways, founda- 
tions, industrial and office buildings, and other large structures; 
and highway maintenance and related problems. 


PRODUCTS USED — It takes 498 product headings and 21 pages 
of a pocket-size booklet to list the equipment. materials, and serv- 
ices advertised in CONTRACTORS AND ENGINEERS MONTHLY 
and sold to our d buying audi in ‘51 and early ‘52. 
Space limits preclude listing even major headings here, but the 
full booklet is yours for the asking as a guide to your product's 
application in our field. 


READERS ARE BUYERS —CONTRACTORS AND ENGINEERS 
MONTHLY thoroughly covers the KEY PURCHASING and INFLU- 
ENCING GROUPS of the construction industry. Its editorial appeal 
to both home office and field personnel is based on 1) detailed 
job stories, and 2) news of new products developed for more 
profitable construction operations. 


EDITORIAL POLICY —Only editorial material matched to reader 
needs can convert circulation to readership. Since we believe the 
best business publication of a field is the one that helps its readers 
most in solving day-by-day and close-to-home job problems, each 
issue of CONTRACTORS AND ENGINEERS MONTHLY carries 
from 15 to 20 feature articles carefully balanced as to type of 
construction and g | ti The result, as one con- 
tractor puts it, is * “real information and not a lot of generalities.” 


NEW PRODUCT PUBLICITY —In addition to the job articles 
described above, CONTRACTORS AND ENGINEERS MONTHLY 
has for years given its readers the most P e co 

of new products available and new literature which can be se- 
cured from manufacturers and material suppliers. This has helped 
to build the rep ion of our gazine and of our office as where- 
to-purchase information headquarters for the construction industry. 


Contractors «../ 
Engineers Monthly 

















Basic facts about the basic high- 
way and heavy construction publi- 
cation—already chosen by 367 ad- 


vertisers and 217 agencies in 1952. 


INQUIRIES — The bound-in post card in every copy of CON- 
TRACTORS AND ENGINEERS MONTHLY suggests reader service 
and inquiries for manufacturers. Hundreds of requests for litera- 
ture and further information about advertised products are care- 
fully screened and then forwarded to manufacturers each week 
from our own Service Department. 


AD-VISIBILITY —The large (11x15) page of CONTRACTORS 
AND ENGINEERS MONTHLY makes possible several striking 
photographic layouts in each issue and also assures editorial 
material on the same page with every 7x10 and smaller size ad. 
No blocks of solid advertising pages. 


ADVERTISING —1952 issues of CONTRACTORS AND ENGI- 
NEERS MONTHLY to date have carried an average of 189 adver- 
tisers, to make ours the most complete where-to-purchase guide of 
construction products available in any monthly. These advertisers 
include most of the industry's key manufacturers. If your product 
is used in the highway and heavy construction field, you will be in 
the best company in CONTRACTORS AND ENGINEERS MONTHLY. 
if you are making up an advertising schedule now—or in the 
weeks ahead—take time to check these CONTRACTORS AND 
ENGINEERS MONTHLY advantages for yourself in any recent 
issue or write us for the latest copy, plus any of the following 
which will be helpful to you: 


NIAA Sales Presentation 
Circulation Audit 
Mailing list folder 
Figures on request 
readership 

Typical reader com- 
ments 

Listing of 1951-1952 
advertisers 
Summary of inquir. 
ies received 
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Installing a new 100,000-kw generating unit at the Gould 
Street Generating Plant of the Consolidated Gas Electric 
Light and Power Company of Baltimore. This new unit is 


scheduled to go into service late in 1952. 








Architect’s drawing of the Virginia Electric & Power Company's new 
$33 million 210,000-kw Portsmouth power station now under construc 
tion where the first unit is scheduled for completion in 1953 with a 
second 105,000-kw unit planned for 1954. 


, : ' : ‘ . ‘ 
A view of the construction work on the new addition to Here's evidence! Expansion in the electric POwee indus 


the Philadelphia Electric Company's Delaware Generating try is booming. Billions of dollars are being spent for 
Station. This cofferdem is for the screen well in which construction—for new plants—for expanded facilities. 


pumps and chlorination system will be located. 3 ; 2 
New projects are being started constantly. It’s a coast- 


to-coast, nationwide power expansion program. 


This is a tremendous market. And the only magazine 
serving the electric power industry exclusively is Electric 
Light and Power. It reaches every key man in every 
‘ property in every state. It is the only magazine that does. 


The way to keep your story in front of all the buyers 
in the industry is to keep your story in Electric Light 
and Power. Ask one of our representatives to show you 
how we know EL&P reaches the key men—the men you 
have to sell. Haywood Publishing Company, Chicago, III. 


Steel workers swing a beam into position at the Cleveland 
Illuminating Company’s new Eastlake power plant. The 
plant’s first section, scheduled for completion late in 1954, 
will have a generating capacity of 375,000 kw. 


THE ONLY MAGAZINE SERVING THE ELECTRIC POWER INDUSTRY EXCLUSIVELY 


aye od 1836 Euclid Avenue, Cleveland 15, Ohio 
a phtcalion 101 Park Ave., New York 17, New York 
22 East Huron Street, Chicago 11, Illinois 
NB P, West Coast — McDonald Thompson 
ECA 


San Francisco — Los Angeles — Seattle 


At the Cincinnati Gas & Electric Company’s new Walter 
C. Beckjord Station, the first 100,000-kw unit is in service. 
Steel work for a second unit of the same capacity is 
rising rapidly, and foundation for a third 125,000-kw 
unit is complete. 
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LATIN-AMERICAN 
INSTITUTIONAL 


SALES 
QUICKLY 


WITH THE HELP OF THIS 
DYNAMIC, AIRMAILED 
MERCHANDISING 
SERVICE 


ESTE MES 
A 1 TEED) (mis monm) 


goes by air to all important dis- 
tributors of hospital equipment 
and pharmaceuticals throughout 
Latin America. 


It tells them who is advertising 
THIS MONTH and what is being 
advertised in the Latin-American 
professional journals, El HOSPI- 


TAL and AMERICA CLINICA. 


It arrives early enough to give 
sales people time to line up their 
work behind the products adver- 
tised this month. Better busi- 
ness for them... more sales for 
you! 

To get better sales results quick- 


ly with Hospitals, Clinics and 


Doctors in Latin-America, con- 


tact now: 


Panamerican Publishing Co., Inc. 
570 7th Ave., N.Y. 18, N.Y. 


AMERICA CLINICA @ EL HOSPITAL 
@ ESTE MES @ 
TEXTILES PANAMERICANOS y el 


DICCIONARIO TEXTIL PANAMERICANO 
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Pulchritude or Pai 


problems 


in Industrial Marketing 


in Neck? . . Som: 


} 


> value of pretty 


approved 


Should cheese-cake be used 
at trade show exhibits? 


® DON’T HIRE the sweet young things 
just for the purpose of having some- 
thing lush sitting around your ex- 
hibit. But if there is a legitimate 
duty (and we must select our words 
carefully at this point) for the 
young ladies to perform, then well 
and good. 

Our conception of legitimate du- 
ties does not include being wined 
and dined by salesmen, prospects 
or customers. Nor does it include 
standing out in the aisles attempting 
to lure show-goers into your ex- 
hibit. 

However, there are many useful 
and valuable jobs that any bright 
gal can handle. For example, one 
of the leading manufacturers of lift 











PIT AND QUARRY 
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From the industries served by PITand QUARRY 
come products and basic materials which are 
vitally important in virtually every single 
type of manufacturing operation in our en- 
tire economy. Not a pound of steel, aluminum 
or magnesium could be produced without 
raw materials supplied by the pit and quarry 
and associated industries. America’s huge 
construction program uses tremendous quanti- 
ties of aggregates—cement, lime, asbestos, 
gypsum, mineral wool, asphalt, roofing gran- 
ules, sand and gravel, crushed stone, concrete 
and other materials. Other large consumers 
are foundries and manufacturers of such prod- 
ucts as fertilizers, paint, glass, electrical 
equipment, abrasives, paper, rubber, cos- 
metics, explosives, and an impressive list of 
chemicals and plastics. 


First in Advertising Volume 
First in Classified Advertising 
First in Editorial Quality 

First in total pages of Editorial 
First in Quality Circulation 
First in Mail Subscriptions 


ASSOCIATED INDUSTRIES 


MARKET AND MEDIA DATA 


FOR SALES AND 
ADVERTISING EXECUTIVES... 


Market and Media Data 


to help you determine 1953 Sales 
potentials for your product in the 
3 billion dollar Pit and Quarry Industries 


@ 6 maps show number of plants, by states, in the U.S., Canada and 
Mexico for the composite industry and for each of 5 major industry- 
products—cement, crushed stone, sand and gravel, lime, gypsum 
and gypsum products, and figures for the 6th major group of products. 


1950 and 1951 (estimates based on volume to date) production in 
short tons, bbls, etc., of each of the 6 major industry segments. 


1950 and 1951 (estimated) production value for composite industry 
and each of the 6 major industry segments. 


Value of equipment and supplies purchased annually by each of the 
6 industry segments. 


List of products the Pit and Quarry industries produce. 
Table of production values of the industries for past 12 years. 


List of 331 advertisers in Pit and Quarry and the Concrete Manu- 
facturer Section. 


List of supplies and equipment readers of Pit and Quarry use and buy 
to operate their plants. 


Pit and Quarry editorial and circulation data. 


Data on Pit and Quarry Handbook—a Buyers’ Guide, Reference 
Manual and Directory. Published annually. 


Send for your copy today 


Pit and Quarry 


431 South Dearborn St., Chicago 5, Ill. 
New York © Whittier, Calif. © Los Angeles °® Dallas 


Cleveland © Seattle © San Francisco 
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Volume for You! 
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MAIL THIS COUPON TODAY 
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What per cent-of-sales should 


an advertising budget receive? 


method 
rriving at a budget figure is the 


THE percentage-of-sales 


hind-side-before way of approach- 





Invest your Refining Industry advertising dollars 
where they will do the best sales job. 

PETROLEUM REFINER does the best selling 
job because it does the best editorial job in the 
billion-dollar-a-year oil Refining Industry. . . And 
here’s why: 

PETROLEUM REFINER was first to provide a 
It has 


grown in scope and stature with the industry for 


specialized Refining Industry publication. 


years. 

World’s largest oil industry publishers have ade- 
quate experience, know-how and financial stability 
to assure a thoroughly capable and informed edi- 
torial staff. 

PETROLEUM REFINER'’S long established top 
position in the industry usually gives it first call 
on articles written by refining authorities. 

Regularly carries more engineering-operating 
editorial material per issue on Refining, Natural 
Gasoline and Petrochemical than any other oil pub- 
lication. 

Erection of a distillation tower, shown here, is typical of the many construction activities 


found in major refineries. New facilities are being added constantly to service expanding mar- 
kets. Most refinery equipment needs replacement every five years 


Editorial performance gets readership that makes 


More men in the Refining Industry pay to read 
PETROLEUM REFINER a very good advertising 


PETROLEUM REFINER today than ever before has 


been true of any oil paper. 

PETROLEUM REFINER has paid subscriptions 
among key men in companies accounting for better 
than 98% of all Refining, Natural Gasoline and 
Petrochemical operations. 

Surveys show that over 30% of PETROLEUM 
REFINER’S 10,000 subscribers read it exclusively 
— cannot be reached through any other oil paper. 


pETRCLEUM 


A SPECIALIZED PETROLEUM PUBLICATION OF 


GULF PUBLISHING COMPANY 


P. O. Box 2608 @ 


investment in this billion-dollar-a-year market. 
Reader confidence among men with known buying 

influence means increased advertising impact for 

your product story. . .greater selling power. 

SEND NOW FOR.... 

Your personal copy of the informative new PE- 

TROLEUM REFINER market data book for 1953. 


FS TEAS RE OT a 


: For Refining, Natural Gasoline and Petrochemical Operations }.......... 
i 


SOATEST J 





Houston, Texas 


World’s Largest Oil Industry Publishers 


OFFICES AT: NEW YORK, 


CHICAGO, 


CLEVELAND, TULSA, 


October 1952 /25 





LOS ANGELES 








Hews 


of industrial sales and advertising 


Finds 98% of new products fail 


Hilton says study shows 
failures due to lack of plan, 


pre-testing of product, market 


Some 98°% of all 
new products placed on the market 
are failures, Peter Hilton, president, 
Hilton & Riggio, New York, told a 
meeting of the Young President’s 


@ NEW YORK 


Organization 

This mortality rate was authenti- 
cated by interviews with Dun & 
Bradstreet, the Department of Com- 
merce and trade associations and 
the trade press of various indus- 


tries 


The 98° 
through a three-month study of 200 
Mr. Hilton’s agency 
employed Ross Federal Research 
Corp., New York, to make the study 
of new product introduction. Among 


figure was arrived at 


manufacturers. 


its objectives was determination of 
the greatest cause of failure of new 
products. 

Manufacturers were asked to rate 
five factors in order of importance. 
Hilton found that the causes of fail- 
ure ranked as follows: (1) Lack of 
a well thought-out marketing pro- 
gram, (2) lack of pre-testing of 
product with consumers, (3) lack 


of market test, (4) insufficient 


product research and (5) lack of 
pre-testing of packaging. 

Mr. Hilton said that pricing was 
probably the most important deci- 
sion to be made regarding a new 
product. It was his opinion that 
few executives give pricing “the 
thought and research it merits.” 


Companies help art institute 
improve sales appeal in design 


® CHICAGO Industrial manufac- 
turers are cooperating with the Art 
Institute of Chicago to improve the 
sales appeal and operating efficiency 
of their products 

Manufacturers are supplying 
teaching talent for the industrial 
design department of the institute's 
school and are arranging plant visits 
so students can see actual equip- 
ment and ask questions of engineers 
and designers. 

Dean Hubert Ropp said that the 
school is unusual in that (1) stu- 
dent projects in industrial design 
are related to equipment currently 
being manufactured and used by in- 
dustry and (2) students must have 
a fine arts background. 

The 28 best industrial truck mod- 
els designed by students in the 
past year were featured at the in- 
stitute’s annual Industrial Design 
Exhibition which opened in Sep- 
tember. Industry sponsors of the 
school and other interested manu- 
hand for the 


facturers were on 


opening (see picture at left) 


ABC urges bers to speak up 





on its behalf in October 


® cuicaco .. The Audit Bureau of 
Circulations is launching a promo- 
tion in October, which has been 
designated “ABC month.” 

The association has called upon 
its 370 business publication mem- 
bers to tell readers and advertisers 
how they benefit from ABC. As a 
result, publishers are using both 
their editorial and advertising pages 
to tell the story. 

Numerous editorials reviewing 
the bureau's 38-year history are ap- 
pearing in October issues. Full page 
ads in some publications are featur- 
ing their membership in ABC. The 
bureau urged publishers to feature 
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a are the men who buy 


heating, ventilating and allied equipment for 
“engineered” installations in large buildings. 
These are the men who read HEATING AND 
VENTILATING. . . Not all of them, but most 
of the “big operators” who are doing the bulk 
of today’s specifying and buying. How do 
Our continuing buying power sur- 
S. cities with popula- 


we know? 
vey, covering the 106 U. 
tions of 100,000 or over, locates the actual firms 
and individuals who are today’s volume buyers 
and specifiers; enables us to direct our subscrip- 
tion efforts to these worthwhile prospects in the 
areas where activity is greatest. The result? 
Concentrated coverage of key buying power that 
is both effective and economical. This com- 
plex market — its buyers, how they work, how 
we cover them — is explained in detail in two 
booklets: .“"Find the Buyer!” and “How Equip- 
ment is Bought. . .” 
asking, and you'll find them well worth reading. 
Write: HEATING AND VENTILATING, 148 
Lafayette Street, New York 13, N. Y. 


Copies are yours for the 


AIR CONDITIONING 
REFRIGERATION 
PIPING — PLUMBING 

HEATING 

VENTILATING 


-in all types of 
Buildings 
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-— the one method which provides 
DAILY VERIFICATION of circulation 


thus assuring — 


AN END TO WASTE CIRCULATION 


With FRANCHISE CIRCULATION, your sales 
message is pin-pointed only to men certified as 
having the buying authority in active buying 
plants. By capitalizing on the local, ground-floor 
knowledge of franchised distributors, Franchise 
Circulation gives complete coverage of a market 


without waste or indiscriminate mass distribution. 
There is no circulation to men who have changed 
jobs, to deceased or retired persons or to company 
names on the off chance that the magazine will 
filter through to the “right man”. Subscriptions 
are directed only to certified and identified buyers. 


2 A DIRECT APPROACH TO BUYERS 


3 A GREATER RETURN FROM YOUR ADVERTISING DOLLAR 





Write for Free Booklet: 
“How Franchise Circulation 


Operates.” 





Write for a showing of 
Sound Slide Film: “When 
The Icing Is Off The Cake.” 


INDUSTRIAL PUBLISHING COMPANY 
1240 Ontario Street e Cleveland 13, Ohio 
Member C.C.A. 
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aim your 
advertising 
dollar 

at known 
potentials 








Your advertising dollar in any 
publication buys an opportun- 
ity to deliver a message to a 
group of individuals who have 
individual interests, individual 
responsibilities and individual 
buying means. 

Here, in “The Wall Street 
Journal Index of Subscriber 
Buying Power” you will find 
what The Journal’s audience of 
234,569 subscribers offers you 
in the way of specific sales op- 
portunities. 

Now, the coast to coast Wall 
Street Journal audience is pic- 
tured for you in terms of buying 
ability and buying 
responsibilities, 
product by 
product. 


im NEWS 


their publisher’s statements in the 
ads and to tie in with current sales 
and promotion plans. 

publication members 
were also urged to feature their 
ABC publisher’s statement during 
the month. A new ABC insigne has 
made available for use on 


Business 


been 
mastheads, letterheads and adver- 
tising literature. 

A new folder, describing ABC’s 
objectives and emphasizing to ad- 
vertisers the facts available in an 
ABC report, is being distributed 
under the imprint of the individual 
publications. 

The folder offers a checklist of 
questions _ that should 
know the answers to in regard to 


advertisers 


individual publications: “How much 
paid circulation? How much un- 
paid distribution? How much cir- 
culation by issue? Business and 
occupational analysis by subscrib- 
ers? Where are subscribers located? 
What do readers pay? How is cir- 


Does the pub- 


Duration 


culation obtained? 
lication use premiums? 
How many sub- 

How many 
Description of 


of subscriptions? 
scribers in arrears? 
subscribers renew? 
bulk subscriptions and sales?” 

The answers, says the folder, are 
available in ABC reports. 


Sawyer accuses admen 
of disbelief in advertising 


®@ NEW yorK . . Many people in the 
advertising business don’t believe in 
Howard G. Sawyer, 
vice-president in charge of plans 
and marketing, James Thomas 
Chirurg Co., New York, told a 
meeting of the League of Advertis- 
ing Agencies. He said he was 
shocked that these people “aren't 
enthusiastic enough to try to sell 


advertising, 


more advertising.” 

Mr. Sawyer urged that clients be 
sold on advertising long before the 
budget is submitted. Clients have 
to be conditioned as well as mar- 
kets, he said. Sawyer recommended: 

“Luncheon meetings, success 
stories, memos, tear sheets of arti- 
cles in the advertising press, are all 
ways of building up the client’s con- 
fidence in advertising, and also of 





/EN THE CIRCUS Clown’s idealized sausage p 

obsolete now. Reason: link sausages are sv 

old-fashioned. Until last year, fresh pork-s¥ 
packers had to stuff the ground meat into long 
casings, twist them into links by hand or machine 
chill the strings of sausages in coolers. But now, thy 
to food engineering, pre-chilled meat can go right 
a machine which extrudes skinless sausages — 8,000 § 
hour —for immediate packaging. Time, labor, ar 
cooler space are reduced, And, every hour, each ma 
chine can save $65 in sheep casings alone! 

Food engineering is your link to a lucrative market 

., - one of the steadiest, most predictable markets in all 
industry. Replacement and modernization are fitting 


PLANT MANAGERS 


SUPERINTENDENTS 
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i” 


FOOD PLANTS)" moroger 
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President 
Vice-President 
Treasurer 


MACHINERY BY DOHM & NELKE, INC., ST. LOUIS 
yesterday's high profit to today’s high cost ... not only 
in meat plants, but in bakeries, breweries, canneries, 
dairies. That’s why food plants will spend $750,000,000 
on new plant and equipment in 1953. What's your fair ~ 
share of this bonanza, you who sell to modern industry? 


And how will you deliver your sales message? Put it 
in the magazine which consistently leads industry-wide 
readership polls; — which has tripled its paid circula- 
tion since 1940; — which carries more advertising than 
any competitor directed to the entire food-engineering 
market; —in which total advertising space is up, up, 

ip in 1952. 


NW Foop ENGINEERING. 


A McGRAW-HILL PUBLICATION 
330 West 42nd Street, New York 36, N. Y. 
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48 years, MassTransporta- 
FO tion has been recognized 
as the management or “top 
executive” transit publication. 

It is read by the men who set 
policies, fix budgets . . . chart 
the course of industry. 

These are the men who have 
the final decision on purchases 
... who must OK transit’s use of 
your products. 

*A recent survey of 294 Mass 
Transportation readers (by an 
advertising agency which rep- 
resents 8 leading manufacturers 
of transit supplies) shows: 

Every one of the 294 buys or 
controls the purchasing of vehi- 
cles (buses, street cars, trolley 
coaches). 

74% influence the purchase of 
such items as fare boxes, seats, 
flooring... 

65% are a factor in buying 
fuel, paint, shop tools... 

Over 60% actively supervise 
purchases of batteries, washing 
and cleaning equipment, spark 
plugs... 

For advertising that brings re- 
sults, put your message in Mass 
Transportation—read most and 
enjoyed most by the men wh 
count most. A S649 


*Survey copies available upon request 


See SRDS, 21 or write for rote card. 


TRANSPORTATION 


222 WEST ADAMS ST. 
CHICAGO 6, ILL. 


~ 
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building up his appreciation of good 
advertising.” 


He also suggested group audits, 


held from one to six times a yea 
and run by the client 

“We come to the meeting with 
nothing but questions,’ Mr. Sawyer 
explained. “The client is supposed 
to provide the people who can an- 
swer the questions. Not just people 
connected with sales or sales pro- 
motion, but the treasurer, produc- 
tion chief, engineering department 
head, research and development 
men, designers, stylists and so on.” 

The primary purpose of the audit 
group is to help keep abreast of the 
client’s business. “But,” said Mr. 
Sawyer, “an important subsidiary 
benefit is the opportunity it gives 
us to meet with a broad executive 
group and to develop, in their 
minds, a new concept of the im- 
portance of advertising in market- 
ing.” 

“By means such as this,” he 
added, “we continually strive to sell 
advertising; not advertisements, but 
advertising.” 

Mr. Sawyer said it was also nec- 
essary to demonstrate to clients that 
advertising is a part of marketing 


Industry publishing 29° more 





pany publicati Since ‘47 


® RACINE, WIS Companies are 


publishing 29° more internal and 
external publications today than in 
1947, a survey by the International 
Council of Industrial Editors shows 

More than 1,895 new 


publications went out to employes, 


company 


customers and stockholders in this 
period, bringing the total of such 
publications in the U.S., Canada and 
England to approximately 6,500. 
The survey showed that $112,373,- 
820 is being spent annually in the 
publication field. More 
than $105,000,000 of this goes for 
The remainder is 


company 


production costs 
for salaries of editors and _ their 
staffs 

Combined monthly circulation is 
70,718,860 copies 

More than 48° of the editors 
queried said that their publications 


are larger than they were at the end 
of World War II. One out of five 
reported a gain in size over the 
previous year. Some 90% of the 
publications contain more illustra- 
tions and photos than were used in 
the past, and color is now used in 
more than half of the publications. 

The survey also furnished com- 
parative figures on method of dis- 
tribution. A 1948 survey by the 
council had disclosed that about half 
of these publications were distrib- 
uted by the mail. Today, 61% go 
through the mail. One out of every 
four is still handed out at the plant. 


Few price increases despite 
higher steel cost: Sawyer 


@ WASHINGTON Many manufac- 
turers will absorb all or part of the 
increased cost of steel without try- 
ing to pass the boost along to the 
customer, Secretary of Commerce 
Sawyer has predicted. 

In a released report, he said that 
manufacturers of industrial and 
consumer products fear “consumer 
resistance” to higher prices. The 
report was based on studies of local 
markets by Commerce Department 
field offices and an analysis of the 
studies by department economists. 

“Major price changes are not in- 
dicated for the balance of this year,” 
Mr. Sawyer said. 





WHAT’S HAPPENING TO YOUR MARKET 
IN METALWORKING CONNECTICUT ? 


Like all of 


Metalworking America 
it has doubled in 


size and buying power! 
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Visit practically any city or state in America today and the story is the 
same ...new metalworking plants are springing up and established 
plants are booming. It’s been going on since 1940 resulting ina 
twice-size growth in number of plants, workers and physical output. 
And today, this tremendous market is standing at the threshold of even 
bigger expansion! Your share of this increased potential depends on 
how well you pace competition through an effective sales and 
advertising program. And that’s where STEEL can help you. 

STEEL enables you to reach more of the top men who run U.S. 
metalworking than any other metalworking publication. The man 

from STEEL can help you get started now in your program of 
pocketing a bigger share of metalworking. 


STEEL + Penton Building + Cleveland 13, Ohio 











WRITING A HISTORY OF ROAD PAVING 


Since 1925, Russell T. Gray, Inc., has been a part of The Foote 
Company, Inc., of Nunda, N. Y., now a Division of the Blaw-Knox 
Company of Pittsburgh, Pa. The Foote Company, Inc., built the first 
Concrete Road Paver and the history of The Foote Company is almost 
a history of American Road Building. 


In those days concrete was the King of Paving Materials. New Jersey 
virtually set road specifications and we had the problem of introducing 
the 27-E Paver and fighting the battle of honest paver capacities. 


We have helped it grow through the 34-E sizes of both single and 
double drum mixers and we have played a part in the problems 
brought about by the ascendency of asphalt. When we first introduced 
the Adnun Black Top Paver for The Foote Company, asphalt pave- 
ments were laid by hand labor and many old timers didn’t think it 
could be placed by machine. Today only small sections are ever 
laid by hand. 


Our job includes catalog work, direct mail, magazines, competitive 
equipment studies, dealer letters —even operating and training manuals. 


Your problems, we know are not the same as those of The Foote 
Company, Inc., but the point is — We get into and learn a business! 
We feel it is our job to be a real help to our clients over and above 
the mere writing and placing of advertising space. If you make and 
sell something to industry, Russell T. Gray, Inc., has an interesting 
story for you. Our experience comes from /iving with the industries 
you are interested in. It is easy to check the record. If you are consider- 


ing a change, talk it over with us now. 


RUSSELL T. GRAY, INC. 











205 West Wacker Drive, Chicago 6, Illinois 


Telephone CEntral 6-7750 
& 
ADVERTISING TO BUSINESS, INDUSTRY AND AGRICULTURE SINCE 





Gets His Goat. . Sales Manager Lacy 
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‘Steel’ and ‘Engineering News- 
Record’ join Starch program 


@ NEW YorK . . Engineering News- 
Record and Steel have been added 
to the program of business publi- 
cation readership measurement con- 
ducted by Daniel Starch & Staff, 
New York. 

The Starch program, which en- 
tered the business publication field 
in 1946, includes a measure of the 
number of readers and the thor- 
oughness of their reading of ads, 
and the ability of readers to asso- 
ciate a particular ad with the ad- 
vertiser. Other business publica- 
tions in the program include Fac- 
tory Management & Maintenance, 
Machinery and Power. 

Engineering News-Record, pub- 
lished by McGraw-Hill Publishing 
Co., New York, entered the pro- 
gram, beginning with the Sept. 29 
issue. 
Publishing Co., Cleveland, began 
with its Aug. 7 issue. Both are 
weeklies. The program will include 
a study of 13 issues a year for each 
publication, Stan M. Sargent, direc- 
tor of the Starch business publica- 
tion program, announced. 

Highlights of the program are 
presented monthly in INDUSTRIAL 
MARKETING in its department, 
“Which Ad Attracted More Read- 


ers?” 


Steel, published by Penton | 


OINT-OF-PURCHASE is your last 
chance to clinch the sale. And the 
space in your dealers’ stores is free! 
So cash in on the pulling power of 
your advertising program with dy- 
namic, attention-getting PF decals! 


Hatiens end 


y Wr. 2D. Cal, the PF 


decal merchandiser, says: 


SPOTLIGHT YOUR 
BRAND NAME 
WITH PF 
NAMEPLATE 
DECALS 


Vividly-colored nameplate decals like 
those illustrated as well as decal val- 
ances, window decals, dealer-service 
decals, product decoration decals — all 
stick to their jobs of turning impulses 
into sales! 





art services co 


stimates without obligation 


PF DECALS... your last link between advertising and the sale! 


Please send me your 


FREE BOOKLET “DECAL-WAYS TO SALES!” 
with samples of PF decals. 


Name... 
Firm... 
Address. 
City... 


ssedbaeesss ae State 


PALM, FECHTELER & CO. 


220 WEST 42 


STREET, 


NEW YORK 18, WN. Y. 





a Every ad is next to editorial, to catch 
the reader’s eye and to merge advertising 
product information with the reader’s absorbing 


interest in fact-packed articles about new materials, 
machinery and production methods. 


' FACTS TELL THE STORY 


AWere's the Right Combination of AAduertising Values 


Over 25,000 circulation, 100% verified and re- 
quested. They receive METAL-WORKING be- 
cause they personally ask for it to help them in 
their jobs. 


Outstanding editors with 22 years publishing 
experience in the metal-working field, concen- 
trate their coverage on proved production ma- 
terials, methods and processes gathered from 


the field. 


METAL-WORKING reaches more production 
and engineering men in key positions who buy 
and specify your type of products than any other 
metal-working magazine. 


For quick volume sales, reader-action spurs 
volume sales leads month after month. Buying- 
action follows quickly. 





PRODUCTION IDEAS 


MORE SALES 


because Mlerane ORKING 
Reaches More 
Production and Engineering Men 


METAL-WORKING concentrates on the men who concentrate on today’s big 
problems, and today’s big buying. — and reaches more of them than any other 
magazines in the vast metal-working field. These men are constantly on the look- 
out for materials, equipment and methods to speed up production and to introduce 
greater efficiency into existing plant operations. METAL-WORKING's verified 
production-dominated circulation is the most logical and least expensive extension 


of your own list of active prospects. 


Hard-selling days are at hand in the vast metal-working market. Now is the 
time to dig for new customers and prospects. You get a headstart when you 
advertise in MET AL-WORKING, the magazine that concentrates on pro- 


duction men and engineers—the men who concentrate on today’s big prob- 





lems, and today’s big buying. 


Write us for “The Metal-Working Story,” or ask your agency for details. 
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WHY: 


Export advertising to the 
American Petroleum Industr 
beyond the “Home Office 

ilesman can economically make 
It reaches the Spanish speaking 
Field Man” where sales are created 
is well as English speaking manage 
ent in some ountric (notably 


ela) where sale 























in Petroleo Interameri 

tor tull coverage 

No other oil publication (in 

ur affiliated Oil and Gas Journal) 























tion and results 








PETROLEO 
INTERAMERICANO 
211 SO. CHEYENNE 

TULSA, OKLA. 














trends 


A review, by business paper editors, of industry conditions 


that may influence industrial marketing procedures. 


Ceramics industry gets boost 
by new phase of building boom 


® ovuTLOooK for the entire ceramic 
industry is good, promising contin- 
ued growth at an accelerated rate 
In every branch of this $3.5 billion 
industry, growth factors are appar- 
ent, insuring continued expansion 
at rates only slightly lower . . if 
lower at all than the expansion 
which has occupied the industry 
since World War II 

This optimism stems from the 
high pace being maintained in the 
construction field. Even if the rate 
of housing construction tapers off 
in the near future, the second and 
third phases of the building boom 
are just beginning. These are of 
even greater significance to ceramic 
producers 

In the second phase now in its 
early stages the emphasis turns 
from mass produced housing to 
apartments, schools, shopping cen- 
ters, office buildings and luxury 
housing. Such projects are majo1 
users of ceramic products like plate 
glass, face brick, floor and wall tile, 
glass block, glass fiber insulation, 
institutional sanitaryware and ar- 
chitectural porcelain enamel 

The third phase has yet to begin 
in earnest improved community 
services such as sanitary and storm 
sewer systems and sewage and wa- 
ter treatment plants, hospitals, pow- 
er generating plants and sub sta- 
tions. Again, ceramic products play 
the most important part in these 
projects. Sewer pipe, face brick, 
quarry tile, floor and wall tile, glass 
block, institutional china dinnerware 
and institutional sanitaryware are 
among the products that will be 


most needed. 

Specific outlook for each branch 
of the industry: Glass: Peak pro- 
duction is now being attained in 
almost every phase of the glass in- 
dustry. The construction boom ac- 
counts for present capacity produc- 
tion in plate glass, window glass, 
glass block, glass fiber insulation 
and cellular glass insulation. High 
automobile production plus use of 
more glass per car, are stimulating 
factors for the flat glass branch of 
the industry. And the current can- 
ning season, the shortage of steel 
and tin for metal containers and 
high consumption of beverages have 
combined to force the container 
branch of the glass industry into 
very high rates of production. 

Whiteware: Tile, sanitary ware 
and electrical porcelain producers 
are finding an excellent market 
for their products as a result of 
the building activity. At the same 
time, artware and vitreous and 
semi-vitreous dinnerware have ben- 
efited from the rapid formation of 
family units in the postwar pros- 
perity. 

While the in- 
dustry is still being affected by the 


Porcelain Enamel 


shortage of steel resulting from the 
recent steel strike, its future out- 
look is health. A large research 
project will soon make available to 
the construction industry, light, 
easily assembled, permanent cur- 
tain wall panels, protected by por- 
celain enamel 

After a slow period, the makers 
of large domestic appliances now 
find that sales are good and are im- 





ome people 
take us for 
sisters 


Circulation up 44.2% 


(first six months '52) 


17,244 


Manufacturing ...... . up 33.5% 
Airline, domestic and foreign . up 90% 
Air terminals... . «+ « « ten 


Greatest 4-Year Gain 
in Aviation Advertising 


(first 6 mos. '52 vs '48) 


American Aviation up 128.4% 
Aviation Week. . up 125.0% 
Aviation Age. . . up 97.7% 
Aero Digest . . . up 3.6% 


*Not including classified or house advertising 


@ Sister-ships on the assembly-line, yes, but certainly 
not sisters under the skin. 

Specifications call for different instruments, different 
communications systems, different cabin arrangements, 
different accessories, different tires, wheels, brakes. And 
who decides that? The User, with his operation and 
maintenance experience. 

And what American Aviation offers is coverage in 
Management, Engineering, Operations, Maintenance 
and Equipment, where equipment decisions are made. 


world’s Largesy 
Aviation 


a e Daily 
@ Bi-weekly 
e@ Monthly 
Airline Guide 


@ Semi-Annual 
Directory 


Ss & 
@ Daily 
Traffic News 
1025 Vermont Ave., N. W., Washington, D. C. 


Advertising Offices: LaGuardia Airport, New York City 
Phone: ILlinois 7-4100 
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Over 200 advertisers 
are now getting fast buying action in 
CONTRACTORS’ ELECTRICAL EQUIPMENT 
Because: 


It reaches more electrical contractors than any other pub- 
lication . . including medium and small contractors doing 65% 
of the business. 

Verified circulation reaches over 20,000 electrical contractors. 
The only publication edited exclusively for ALL electrical con- 
tractors. 

Vext-to reading matter positions for all advertising insures max- 
imum visibility and instant buying action. 

More contacts mean more direct traceable sales leads — monthly 
average over 4000. 

If you want to sell MORE to ALL electrical contractors, your 
advertising belongs in CEE. Start now by getting the whole 
story from your agency or writing to. . . 


Published by Sutton Publishing” Company, Inc. 


60 EAST 42nd STREET NEW YORK 17, N. Y. 


proving still further. Since domes- 
tic appliances now are the largest 
users of porcelain enamel, this re- 
cent upturn bodes well for the en- 
tire enameling industry 
Structural clay products: This 
segment of the ceramic industry, 
responsible for brick, drain. tile, 
sewer pipe, terra cotta and roofing 
tile production, has been and is pro- 
ducing at capacity Tremendous 
growth above the current high pro- 
duction level is anticipated, how- 
ever 
The third phase of the building 
boom is just now beginning and 
this phase includes the type of 
structures which give the structural 
clay products field its biggest mar- 
kets. 
Refractories: The steel industry 
. . biggest user of refractory articles 
increased its production in the 
postwar period from 100,000,000 tons 
to 112,000,000 tons annually. The 
refractory industry has had to ex- 
pand to meet the increased demand. 
Since at least another 8,000,000 tons 
of annual capacity must be added 
by the steel industry in the next 
few months, refractory brick manu- 
facturers are continuing expansion 
and modernization of their plants. . . 
W. K. BURRIS, technical editor, Ce- 


ramic Industry, Chicago 


Research Changes Patterns . . 
Ceramic research projects are cur- 
rently being carried on at a fast 
pace by schools, manufacturers and 
government agencies. 

A list of these projects appears 
in the September issue of Ceramic 
Bulletin. The list reflects the entire 
research effort which is being con- 
ducted by ceramists in the U. S.. 

To name a few projects which 
may well change the basic patterns 
of the industry, we call your atten- 
tion to the development of a prac- 
tical curtain wall using porcelain 
enamel. The appointment of Wil- 
liam Lescaze now gives special im- 
petus to this project. Certainly as 
discussed by the Poreclain Enamel 
Institute, the curtain wall is very 
much in the immediate future 

The Armour Research Founda- 
tion stresses a continuing project 
entitled “Structural Clay Products 

Their Design, Manufacture, Use, 
and Application.” From this study 





has already come the SCR brick 
with its benefits. 

Battelle Memorial Institute has a 
continuing study on ceramic com- 
ponents for rocket motors. It also 
is doing extensive research con- 
cerning the basic use of ceramics 
for various parts of nuclear reactors. 

A basic research development is 
emerging from a study being con- 
ducted at Arkansas University on 
radio-active tracers for the study 
of glazes. 

Other project titles indicate the 
wide area of interest: foam con- 
crete, fundamental study of metal- 
ceramic bonding, research and de- 
velopment of titanium enamel ap- 
plied directly to steel, ceramic com- 
ponents for rocket motors, ceramic 
coatings for electrical insulation in 
electronic devices operated at ele- 
vated temperatures, means of re- 
ducing solarization in glass. . . c. s. 
PEARCE, editor, American Ceramic 
Society Bulletin, Columbus, O. 


Glass at High Level. . There have 
been many new developments in 
the various segments of the glass in- 
dustry. These include: the light- 
weighting of glass containers; the 
bonding of glass to metal, as in elec- 
tronic tubes; and the double glazing 
of windows. 

Many improvements have been 
made in heat-resistant ware for 
home use, and new uses for fiber 
glass appear daily. In the table- 
ware field, leading manufacturers 
have concentrated on new attractive 
and functional designs. The use of 
glass in fluorescent lighting has in- 
creased tremendously. 

Technological development — in 
batch formulation, melting and an- 
nealing has gone on at a steady pace 
throughout the industry. There has 
been some new construction in the 
industry, notably in the glass con- 
tainer, fiber glass and_ tubing 
branches. 

Raw materials are in good supply, 
with one or two minor exceptions. 

On the economic side, all branches 
of the industry continue at a high 
level, although the handmade in- 
dustry is encountering severe for- 
eign competition by virtue of the 
very low wage scale of foreign 
workers, and low American import 
tariffs. . . c. B. DELGADO, editor, The 
Glass Industry, New York. 


advertise 
here... 
to reach 


igh-priority 
markets* 


KEY ELECTRICAL MEN 


*1. Electrical Departments in Industrial Plants; extractive in- 
dustries (electrified mines, smelting, refining, and converting 
plants); transportation companies (electric railway and rail- 
roads, airline operators); large electrical contractors handling 
industrial work; motor repair and service shops; electrical, 


mechanical and consulting engineers. 


Electrical and Electronic Manufacturers including manu- 
facturers of all kinds of electrical apparatus and appliances; 
radio equipment and accessories; electronic equipment and 
supplies; large machinery and machine tool builders; manufac- 
turers of aircraft and electrical aviation equipment; and ship- 
yards. 


Over 500 Advertisers are now receiving these 


benefits from ELECTRICAL EQUIPMENT: 


100% Personally Verified and Requested Circulation from active buying 
influences such as executives, engineers (design, development, specifying, 
electrical, mechanical, production, maintenance), and purchasing personnel. 


Direct traceable returns from advertising dollars. 


Low cost returns. A 1/9 unit in Electrical Equipment costs only $150.00 
j 
per insertion or $525.00 per 4/9 unit (7x10) on a 12-time basis. Color extra. 
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Materials & Methods is the one magazine which 
selects as its audience only those men who 
specify materials, parts, finishes and 
materials-processing equipment. _ 
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In the hard-goods manufacturing industries, the 
selection of materials and materials-processing 
equipment is made by men within Five Tech- 
nical Title-Groups: 


* Engineers 

* Designers 
Production Men 

* Metallurgical & Chemical Men 
Technical Executives 


The selection of materials and materials-process- 
ing equipment is a function of some of the men in 
all five title-groups. But, not all the men in any 
one title-group perform this important function. 


Only MATERIALS & METHODS, devoted ex- 
clusively to the materials problems of product 
design and manufacture, selects as its audience 
those men in each of the five title-groups who are 
responsible for the selection of materials and 
materials-processing equipment. 


Sf A REINHOLD 
THE MAGAZINE OF MATERIALS ENGINEERING PUBLICATION 
330 W. 42nd St. 
Devoted to the Materials Problems of Product Design and Manufacture New York 36, N. Y. 
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Business paper drive finds 


new uses for industrial paper 


By Charles Downes 


® A PRODUCT so common that most 
of us take it for granted is finding 
new and unusual industrial uses. . 
and _ users through a_ business 
publication campaign. 

To the average person, paper is 
something you find in cereal boxes 

in the morning mail . . in your 
hedge after a storm. But in the 
hands of today’s chemists paper has 
become an engineering surprise 
with properties that even technical 
men hadn’t believed possible: paper 
you can’t tear paper that’s 
stronger wet than dry paper 
(specially coated) that holds water 
indefinitely but lets the smel! f 
moth crystals ooze through. 


Riegel Paper Corp., New York, 


Product De 


these in pusin 


pers 


publications 


makes more than 600 different types 
of paper for uses ranging from 
wrapping paper to electrical insula- 
tion. Some of those uses were de- 
veloped as a result of inquiries 
pulled by a five-year-old campaign 
in business publications. 

Because he believed there’s big 
business in unusual papers for un- 
usual uses, Riegel Advertising Man- 
ager Floyd L. Triggs started what 
he termed a “searching” campaign 
of advertising back in 1948. The 
objectives: 

1. Seek out new uses for old and 
new papers. 

2. Stir up the 
business executives and engineers 

3. Establish the name, Riegel, as 


imaginations of 


MEGH PAPER CORPORATION © 347 Modionn Avqnun Maw Tork 17% T 
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Industrial Marketing 


a leading source for tailor-made, 
engineered papers. 

The ads, placed by W. L. Towne 
Advertising, New York, were based 
on simple, but often startling, case 
histories. They featured simple il- 
lustrations and short copy, with a 
strong family resemblance in layout 
and headlines. Typical heads: “It’s 
paper . . but it helps dynamite go 
boom” (dynamite detonator caps). 
“It’s paper . . but it stops rust” 
(chemically pure paper for razor 
blades). “It’s paper 
dirt come clean” (throw-away pa- 
per bags for vacuum cleaners). 


. but it makes 


Copy cites a new use, then asks 
the buyer to think of an even newer 
use. That’s a lot to ask, but appar- 
ently the appeal to the industrial 
buyer’s own interest is strong, judg- 
ing by results. Typical sign-offs: 
“Next time you find a little piece of 
stiff tan paper around a new razor 
blade, let your imagination wander. 
What can a special paper do for 
you? Write to Riegel.” Another: 
“Tell us what you would like paper 
to do for you. If we can't supply 
what you need, we will be glad to 
refer you to others who can. Write 
now for information.” 

The campaign is continuing in 
Industrial Equipment News, Pur- 
chasing and Modern Industry. 

The drive has developed what Ad 
Manager Triggs terms a “gratifying 
number of inquiries.” 
come from sources that would never 


Some have 
be suspected as prospects Ex- 
amples: 

A manufacturer of monuments 
read a Riegel ad and asked if there 
was any way paper could be used 
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ROUTE TO 
DaTe 
PRODUCT 


TYPICAL STANDARD 
ENCLOSURES CONSTANT VOLTAGE TRANSFORMERS 


HERE’S THE 


_—— 


thanks for 


SEQUENSTART FLUORESCENT 
LIGHTING BALLASTS 


REGULATED A0JUS' 
AC VOLTAGE SUPPLY 


REGULATED FILAMENT LUMINOUS TURE 
& PLATE TRANSFORMERS TRANS! ee 


SOLA BRANCH OFFICES AND SALES REPRESENTATIVES ARE LISTED ON THE REVERSE SIDE OF THIS SHEET 
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Detach along perforations and offix or 
transmittal envelope 


IMPORTANT 
Technical Information 
REQUESTED BY: 


FIRST CLASS MAIL 





Snap-a-part form 


answer inquiries 


By Sidney Clayton 


© +t 
x ites 


Industrial advertisers are losing sales op- 
portunities through widespread neglect of 
inquiries. That was revealed by the sec- 
ond of two studies reported by Industrial 
Marketing in its last issue. Here the 
author offers a system for answering all 
inquiries . . duds and hot ones . . at low 
cost. 








® INQUIRIES are the big paradox 
of industrial advertising. 

Most advertisers spend thousands 
of dollars to pull inquiries and then 
abuse or ignore them. If you don’t 
think that’s true, look at the results 
of INDUSTRIAL MARKETING’s latest 
studies showing what specific ad- 
vertisers did with legitimate in- 
quiries (IM, September, p. 52, and 
August, p. 42). One study showed 
that of 75 typical advertisers, 52% 
ignored a particular inquiry or de- 
layed reply for two weeks . . four 
weeks . . or even longer! 

Why the neglect? There are three 
popular reasons why most industrial 
advertisers refuse to get excited 
enough about inquiry handling to 








Clip the printed material listed below to page one of this 
form. insert in transmittal envelope 


rT @s 


fast, cheaply 


do something about it. The reasons 


are nurtured by three 


advertisers: 


1. There’s the group who really 
They 


importan 


aren't interested in inquiries. 
say: “Inquiries aren't 
We feel 
other things to do beside producing 
We've 
quiries are worthless.” 

That 
vertising has definite functions other 
than just producing inquiries. Cer- 
tainly you'll receive inquiries from 


our advertising has many 


inquiries. found many in- 


may be true; certainly ad- 


“literature hounds” who will never 
spend a with but 
equally true that many are impor- 
tant Why, take a 
chance that you'll throw away your 


cent you, it’s 


buyers. then, 
opportunity to convert a qualified 
prospect into a customer when you 
do get inquiries? Why lose, in ad- 
dition, the bonus of valuable mar- 
keting information that intelligent, 
systematic inquiry handling yields? 

2. There's the group who want 
inquiries, spend thousands of dollars 
obtaining them, but are ineffecient 
in handling them . . or fail to reply 


~ontir 


n page io 


groups of 





The man named below has inquired on 


1-52 


abot 
we sent him@¥alh® 


ACTION 
wc dae Mf /S2 


Referred to tollowing wholesaler 


HE WAS INTERESTED IN 
General int Future Pi 

#Specif 
Ime: 

LEAD QUALITY 
W Excellent x00d fo 


pony ewe Lipa nen 


MAILING LIST INFORMATION 


P7 Add 10 Mailing 
BW Constant Voltage e 


Fluorescent Bollast 


Luminous Tube 


Address ond Name 


WAdd These Names in Same Company 


yprh~ se 


FORM COMPLETED BY 


re a 5 Pe 
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Tot Ggt 
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Len~an 


“tt 


Be 


SOLA 


ADVERTISING 
HELPS 
you 


day Sola publication 
and dicect mail advertising 
is reaching your prospects 
creating snicrest in 
saving the way 
© answer their spe 
Ci questions end cose 
ale. Set tvertising also re 
pre mers 
nd Sela products. 
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SOLA 


MAILING LIST 
PROCESSING FORM 





Please process the name below and 
return this form within 10 days after 


vr. John Doe 
Sample Corporation 
123 Asin Street 
Semple 15, Illinois 


inquired 
about 


1o1-52 
mf 


C¥=1L2 


We sent 











SOURCE OF NAME: INSTRUCTIONS: 
Solesmon 


Da Keved adv. inquiry 


key No 


PA Place on list code No RU 


ADVERTISING INQUIRY RECORD 
PX Posted to x y 2 Trade 


MV 


| 2 Plote on (1) destroyed. This is new stencil 











Shortages lose customers for Calumet. . 


mail campaign wins them back 


By Dick Brown 


en" IRON & SUPPLY CO. 


ope 


Gimmicks . . 


Does your company have any lost cus- 
Calumet found that it did. The 
company dug into its accounts receivable 
files and found many “old customers” that 
hadn't been heard from for more than five 
years. To find out why and win them 
back, the company used a certain kind of 


tomers? 


direct mail. 





® YOUR FORMER customers present 
a problem. There should be no 
problem they shouldn't be lost 
to start with 

Maybe so, but in industrial sell- 
ing, as in anything else, not every 
customer stays with you, come bad 
times or good. 

The important thing is to get those 


44 / industrial Marketing 


Qo: IRON & SUPPLY 


co. 


people back, and it’s a tough situa- 
tion. We at Calumet Iron decided 
to try and recover some of our cus- 
tomers. We had gone along in the 
ups and downs of our economy for 
five years and in that time we ac- 
cumulated a list of more than 2,000 
companies, who had done business 
with us before January, 1951 (when 
our active files begin) 

We agreed that it would be nice 
to have all of them return as our 
buyers, but, facing it realistically, 
we decided that if we could just 
rescue a few at a time, we would 
be accomplishing a lot. 

Our only solution was direct mail, 
since we don’t have any outside 
sales force to speak of, we don't 
advertise nationally and our cus- 


Ou: TRON a SuPPiy. 


co. 


tomers are scattered all over the 
nation. Our problem was to con- 
tact these many former accounts 
them our company 
services and steel from our ware- 
house, and hope that enough of them 
would respond to make our efforts 
worthwhile. 


of ours, sell 


No Field Staff . . It was almost 
imperative that we start a direct 
mail campaign, and a good one, to 
recover some of our lost business. 
You may think it odd that with na- 
tionwide accounts we do not have a 
service staff to contact our buyers. 
Well, Calumet is an unusual com- 
pany; we are a steel wholesaler and 
distributor, and not a manufacturer. 
Our only contact with many of our 








been 
telephone salesmen (who carry the 
bulk of the load). 

Calumet started out as a modest 
scrap in 1925. Grad- 
ually the company found that there 
was a good market for the sale of 
new and used steel to buyers who 
mill sources or 
larger warehouses. At the start of 
World War II, the company’s steel 
warehouse had become a separate 
division, doing a large business in 
warehousing new steel direct from 
mills to all buyers, large or small. 


customers has through our 


iron dealer 


could not contact 


FREE 


to YOU~ this reference book 


of stee: imbor maton 


Give-Aways . . 


which company key 


In 1946, Calumet added an engineer- 
ing and fabrication division, so that 
it was able to offer top steel serv- 
ice . . large quantities of all sizes 
and shapes of structural steel, pipe 
and plates, cut to size or fabricated, 
and delivered quickly. 

Yet there was and still is the 
“stigma” of being in the scrap busi- 
ness. This has led many buyers to 
believe that our steel stocks are 
second hand, and some of our for- 
mer customers seemed to have for- 
gotten that we had sold them new 
.. and not used . . steel. 

So this campaign gave us the 
chance to tell a large group what 
we really had to offer them, if they 
gave us the opportunity to put “the 
serve in service.” 


jive-away items such as } 


ions, etc. Also encl 


We used our heavy artillery in 
this campaign and we found that 
we were able to hit many of our 
targets with good results. Many of 
our former customers had been in- 
terested in us enough to write or 
phone us and, most important, manv 
had placed orders. 

First of the 
ments of our campaign was the nice 
feeling of unity and esprit de corps 
we developed internally. Our com- 
pany is not old; our advertising de- 
partment is just beginning to feel 
its way. So top management, the 


many accomplish- 


cket secretary 


sed: stock 


sales department and the advertis- 
ing department together 
with a close-knit feeling. Even the 
downtrodden and overworked ac- 
countants helped us sort and check 


worked 


our customer files. 

We planned campaign details with 
our agency account executive Al 
Reiwitch of A. Martin Rothbardt, 
Inc., Chicago. We developed a di- 
rect mail package that included a 
two-color brochure designed for 
this and similar promotional cam- 
paigns, a business reply card, a one- 
page mimeographed stock list of 
some of our warehouse items to hit 
potential buyers for quick delivery, 
and an offering of either a pocket 
reference book of steel information 
or a leatherette pocket secretary. 


-ion. But effective? 


We spearheaded the package with 


our sales letters, but more about 


them shortly. 


Use ‘Accounts Receivable’. . Our 
list was not available on cards or 
we went directly 


stencils; instead 


to our accounts receivable cards, 
which gave us the name, address, 
date and size of last purchase. We 
originally intended to leave out the 
smaller buyers, but operating under 
the assumption that these former 
small buyers might be 


large-order customers now, we sim- 


potential, 


ply used the entire list. 

We devided the list alphabetically 
in three sections. Each section re- 
ceived our direct mail package with 
a slight variation in the sales let- 
. to see which approach would 
pull the most. As it developed, all 
of them pulled equally well. 

Each of the letters 
signature of one of our main sales- 
men, so we were able to check the 


ters . 


carried the 


calls quickly and accurately. 

For added emphasis we decided 
to fall back on the time-tested, but 
faithful “gimmick” mailing. 

Like everyone else these days . . 
and more so than most . . industrial 
purchasing agents are busy. We 
had a story to tell them and while 
we didn’t want to hit them over 
their collective heads, we wanted 
them to stop read our stuff. 
Like most direct mail, a lot of ours 
probably went into the wastebasket, 
but our gimmicks undoubtedly 
brought us readers where we might 
have failed. 

Our three 


general company service and a plea 


and 


sales letters stressed 


to have our former customers call 
us again. The first letter, “We've 
Had Our Eyes On You!” used a 
plastic eye, of course (we fought 
down a temptation to use a blood- 
shot orb, and settled, instead, for a 
sober brown). A plastic telephone 
used the tag line, “We’ve Been 
Waiting For Your Call,” on the sec- 
ond letter. The last was a mailbox, 
and our patient query, “Why 
Haven’t We Heard From You?” 


4% Return .. Corny? 
Used too much? 


Maybe. 
A matter of opin- 
You bet. We 
mailed to 2,370 former customers, 
and for this first campaign we heard 
from 85 of them, or something ap- 
continued on page 162 
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depends on the volume of trade 
The major selling cost in the dis- 
tribution program centers in per- 
sonal selling. When you use you 
own salaried salesmen, costs of so- 
liciting and selling to customers 
vary with the volume of trade 
H k h When you use an agent, this cost 
ow to now w en to use automatically stabilizes, inasmuch 
as the compensation rate is absolute 
Selling expense as a per cent of 
f ct 9 g t sales can thus be predetermined re- 
manura urers agen s gardless of volume of trade 
Control of costs may be of par- 
ticular importance to the manufac- 
turer of small size or one whose 
sales are characteristically vulner- 
By Thomas A. Staudt \ . 
able to seasonal or cyclical fluctua- 
tions. As sales decline in periods of 
restricted business activity, com- 
mission compensation automatically 
The manufacturers’ agent offers an impor staff owned and operated by the curtails dollar costs. Moreover, the 
tamt moans of dlettbution, pesticularty for manutacture! ability to predetermine selling costs 
See Ge oe Some of the advantages are in- with some exactness is desirable to 
more than 9,000 agents chalked up $4.2 
billion in sales in 1948. 


herent in the agent's operation: manufacturers. Better planning and 
other advantages may depend on control of the marketing program is 
the capabilities of the individual thus facilitated. 

agent. How capable your individual 2. Little or no cost until sales are 


The big question for the manufacturer is: 


how do I know when to use agents and agent is will depend partly on your forthcoming . . When an agent sales 


when to organize my own sales staff? own ability to pick a good one. But, force is used, direct selling costs 
Also: if I use agents, how large should in general, the advantages of an may be minimized by the manufac- 
their territories be? The factors to be agent and his type of operation in- ae until sales em been made 
sien aaa Papen stipe scant ? , This factor is particularly advan- 
icc: eaneiadia- Mikes. Sis-ciian: ent 1 ii determined selling expense tageous to the new, small, or weak- 
published by the Bureau of the Census sa 
and titled: “The Manufacturers’ Agent as 


you use an agent sales ly financed manufacturer. Were 
force, you can maintain compara- such a manufacturer to use his own 
a Marketing Institution.” tively rigid control of selling costs sales force, a substantial investment 
Certainly, personal selling expenses would be necessary prior to obtain- 


as a percentage of sales are rigid ing any volume of trade. Expendi- 





Other sales costs, such as advertis- tures for recruiting, selecting, train- 
® THE MANUFACTURERS AGENT has ing, research and related expendi- ing, and maintaining salesmen 


certain advantages and certain lim tures can be controlled in dollar would be necessary in advance of 


tations, in comparison with a sales amounts; but their ratio to sales any income obtained from sales 


For this type of manufacturer, 
these expenditures may be impos- 
sible. The avoidance of such ad- 

Chart 1 . . Manufacturers’ Agents . . establishments and sales, United States: . ’ I 
vance expenses may be the domi- 
1929-1948 
nate consideration in making the 
Census Year decision to sell through manufac- 
1935 1939 1948 turers’ agents. When this advantage 


is considered in conjunction with 





Item 





Establishments 
Number 7,548 9,778 9,048 the ability , 
29.5% 7.5% costs, an agent sales force has some 


to predetermine sales 
Ratio to preceding census .+ + 8.0% 
Sales inherent advantages over company 
Thousands of dollars 1,775,355 768.619 1,397,017 4,209,234 
Ratio to preceding census at $6.7% + 81.8% + 201.3% 


salesmen 
3. Economy The use of an 
agent sales force may _ provide 


Manutacturers’ Agents . . establishments and sales as a percentage of total whole- marked sales economies. Sales econ- 


sale trade, United States: 1929-1948 omies are most pronounced when 





the manufacturer produces a nar- 
item 1929 1935 1939 1948 row line or sells in a market of lim- 


ited sales potential 





Establishments 4.2% 4.3% 4.9% 3.7% 
Sales 2.6% 1.8% 2.5% 2.2% Revenue received from a limited 
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volume of trade, as a result of such 
conditions, may not offset the cost 
of sustaining a company sales force. 
When the manufacturers’ agent is 
used, however, the selling expense 
is not borne by any one manufac- 
costs are spread 
Agents 


turer; rather, 
among several producers. 
can thus provide the manufacturer 
with a low sales-expense ratio by 
virtue of their ability to spread 
costs over the merchandise of sev- 
eral producers. 

4. Intensity of territory coverage 
.. An agent sales force may provide 
more intensive coverage of the ter- 
than manufacturer's 
men. To obtain sufficient volume to 
offset the cost of the salesmen, the 
territory may need to be large, im- 


ritory sales- 


plying extensive sales coverage. 
Under these circumstances, compa- 
ny salesmen tend to “skim the 
cream” of the market by calling on 
only those accounts that can pro- 
vide sizeable sales. From necessity, 
the smaller and less profitable ac- 
counts tend to be overlooked or 
avoided by _ the 
salesmen. 

On the other hand, the manufac- 
turers’ agent may be able to obtain 
a profitable volume from a more re- 


manufacturer's 


stricted territory because of his 
multiple lines. An adequate all- 
product volume from an individual 
account may justify regular cus- 
tomer calls on all sizes of customers. 
More intensive coverage of the ter- 
ritory may thus 
agent sales force. 
5. Accessibility to the trade 
The manufacturers’ agent may have 


result from an 


greater access to the trade than a 
salesman. Greater accessibility may 
result from several factors. First, 
entree to otherwise difficult pros- 
pects may be easily secured because 
of the agent’s multiple lines. For 
example, a plumbing supplies agent 
may be able to sell a new client's 
product to a particular customer 
because he is already doing a reg- 
ular business with the buyer. 
Multiplicity of lines also increases 
trade accessibility because the agent 
usually can secure the audience of 
a regular customer to present ade- 
quately a new client’s line. Certain 
groups of large customers, such as 
railroads or large industrial users, 
are also sometimes relatively in- 
accessible to salesmen of new or 
small manufacturers. The agent 
who has been calling on this type of 
customer for a long period of years 


can more easily introduce products 
in such a market. 

6. Ease of sales administration 
The who 
agent 
problem of recruiting, selecting and 


manufacturer uses an 


sales force minimizes the 


training salesmen. Irrespective of 
economy, management problems in- 
cident to maintaining a sales force 
are in a large measure shifted from 
the manufacturer to a 
cialized marketing institution. Al- 


more spe- 


though the sales administration 


burden cannot be eliminated, the 
magnitude of the problem is sub- 
stantially reduced 

Once 
established in the 


representation has been 


various terri- 
tories, the marketing program can 
be carried out with a minimum of 
management control. Responsibil- 
ity for maintaining offices, employ- 
ing capable personnel, keeping rec- 
ords, routing salesmen and meeting 
pay rolls is substantially curtailed 

Such a shift of administrative re- 
sponsibility may be most desirable 
for the lacks 
marketing experience or possesses a 
limited staff. By using agents, the 
manufacturer has the benefit of 
numerous “‘sales offices” maintained 
throughout the territories by his 


manufacturer who 
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representatives. This advantage is 
inherent in the use of manufactur- 
ers agents 

7. Quality of sales representation 

The manufacturer can sometimes 
acquire more capable and experi- 
enced sales representation from 
agents than would be possible with 
his own sales force. The client may 
be able to obtain agents having long 
years of experience in a given trade 
and possessing a comprehensive 
knowledge of the market for a par- 
ticular line. The manufacturer may 
have difficulty in recruiting this 
ype of salesmen for his own sales 
force 

In industrial goods, the agent is 
often a professional sales engineer 
who frequently earns a large annual 


skilled 


agents, the manufacturer may be 


income By using such 
able to obtain capable representa- 
tion which he could not otherwise 
afford to hire 

To obtain a comparable salesman, 
the manufacturer might have to of- 
fer a salary up to $50,000 per year; 
yet, because an agent has other 
lines, the client may be able to en- 
gage the agent’s services for selling 
his product at a commission cost of 
perhaps $10,000 per yeal 

8. Aggressive selling Aggres- 
sive selling is not an inherent com- 
petitive advantage of the manufac- 
turers’ agent, nor is it impossible 
to obtain aggressive selling from 
other channels of distribution. Ob- 
viously the degree of aggressiveness 
depends upon the individual agent 
The point to be made, however, is 
that the agent’s remuneration is en- 
tirely dependent upon the produc- 
tivity of his own efforts because of 
the inherent nature of commission 
compensation This advantage is 


primarily contrasted to manufac- 
turers’ salaried salesmen 

A commission plan can be used 
for manufacturers’ salesmen, but 
such an arrangement does not elim- 
inate the need to maintain offices 
and to carry the attendant adminis- 
trative burden. The aggressive sell- 
ing promoted by commission com- 
pensation can be obtained without 
facing these limitations by using 
agents 

9. Immediate entry to the market 

Sales may be forthcoming almost 


immediately when the manufactur- 
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By elect- 


ing to sell through representatives, 


ers agents are appointed. 
a manulacturer’ taps experienced 
and established sales organizations 
with a definite clientele of relative- 
Were the 


manufacturer to organize his own 


ly permanent customers 


sales force, a substantial lapse of 
time might pass between the initia- 
tion of action and the receiving of 
any significant volume of orders. 
Management that is impatient for 
sales results may thus find an agent 
sales force attractive 

10. Rapidity with which regional 
or national distribution can be ob- 
tained . . Closely related to immedi- 
ate market entry is the opportunity 
for rapid nation-wide distribution. 
One manufacturer, for example, ob- 
tained national market coverage by 
means of an agent-type sales force 
in five weeks. Several years may 
thus be saved in attaining complete 
market coverage by the manufac- 
turer who elects to distribute 
through agents rather than his own 


salesmen 


Buyer’s View .. An agent sales 
force may also offer certain supe- 
from _ the 


riorities over salesmen 


buyer's point of view. Agents con- 
tend that buyers find it preferable 
to deal with them rather than com- 
pany salesmen. First, better serv- 
ice may be obtained from the agent, 
because of the ‘smaller territory 
covered by the agent and the re- 
sultant frequent customer calls. 
Second, the agent may have more 
interest in serving the individual 
customers needs because of his 
multiplicity of lines. In other words, 
the agent has a greater stake in the 
individual customer because he is 
likely to obtain a larger volume of 
business from the given buyer than 
a salesman who has only one pro- 
ducer’s line 

Third, in some cases buyer's time 


Rather 


from 


is conserved by the agent 
than deal with a salesman 


each individual manufacturer, the 
customer can obtain several lines of 
products by dealing with only one 
agent. To the extent a sales repre- 
sentative can conserve buyer’s time, 
he contributes to the welfare of his 
custome! 

Fourth, the fact that the agent can 
obtain a larger volume of business 


from a given customer justifies the 


supplying of more extensive cus- 
tomer service. A building materials 
agent, for example, may be able to 
provide more detailed drawings, 
layout, and designs because of his 
opportunity to gain enough volume 
from the contract to justify his pre- 
sale expenditure. The salesman may 
only be able to bid on a small por- 
tion of the total jobs so that ex- 
pensive presale service is not war- 
ranted 

Fifth, advice from agents is likely 
to be less biased. Instances were 
found in the study where agents 
recommended that given distribu- 
tors handle only a part of their mul- 
tiple lines since some products did 
not fit the distributors’ market. The 
salesman’s responsibility, however, 
is to push his one product line. 

Thus the competitive advantages 
of the manufacturers’ agent over a 
manufacturer’s own sales force are 
many and varied. Some of the fea- 
tures of competitive superiority are 
inherent in the use of an agent sales 
force. Others depend upon the qual- 
ities and capabilities of the individ- 
ual agent selected. Some are more 
important only to particular manu- 
facturers, yet all are of importance 
when the manufacturers’ agent as 
a marketing institution is analyzed 


and his proper place in the distribu- 


tive system evaluated 


Limitations . . From the manufac- 
turers’ point of view, an agent sales 
force involves some limitations: 

1. Cost 
tion has been made that the use of 


Although the sugges- 


an agent sales force may be less ex- 
pensive than a company sales force, 
the comparative economy of the two 
types of sales representation de- 
pends upon the volume of business 
than can be obtained from a given 
trading area. Manufacturers with 
a wide line of established products 
which are in an advanced stage of 
sales development may find the cost 
of manufacturers’ agents excessive. 
After a given volume of trade has 
been attained, manufacturers’ sal- 
aried salesmen may be employed at 
less cost as a per cent of sales. Par- 
ticularly in times of strong markets, 
company salesmen appear more 
economical in expense per dollar of 
sales 

2. Lack of control . . The manu- 
have the same 


facturer does not 
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air conditioning 
communication 
construction 
heating 
instrumentation 
and control 


Plant engineering men are continually in need of infor- 
mation about the many products needed to carry out 
their job of creating and maintaining all plant facilities 
and services to production. They constantly consult 
available manufacturers’ catalogs to compare compet- 
ing types and makes and to decide where to take fur- 
ther buying action—which suppliers to write—whose 
salesmen to call in. 

You can create more and better selling opportunities 
for your salesmen with a good catalog designed espe- 
cially for plant engineering men—one that will make 
it easier for them to buy from you. 


lighting @ power application 
lubrication 

materials handling 
plant maintenance 
power generation 


production 
refrigeration 
safety 
sanitation 


Sweet’s can help you get the most out of your catalogs 
Sweet's is an organization of catalog specialists. Here, 
one hundred and eighty people, working in coordi- 
nated departments, stand ready to give you expert 
assistance in designing, producing or distributing mar- 
ket-specialized catalogs, or, if you wish, to handle the 
entire operation. 

Our services cover the entire range of catalog pro- 
cedure—starting from the planning stage and ending 
with printed copies open under the eyes of your pro- 
spective buyers. You may order these services sepa- 
rately, or in any combination, as your needs require. 


rLocuRanrT 
founpauy 
company 


AKLO GUSS 
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Year after year, Sweet’s handles more catalogs than 
any other organization —in 1951, over thirty-eight 
million copies. During its long experience in this 
specialized work, Sweet’s has taken a leading part in 
developing and applying principles and procedures 
which have greatly improved the performance of 
manufacturers’ catalogs. It has helped hundreds of 
clients find the answers to a wide variety of individual 
catalog problems. 

Whether your problem is one of catalog content and 
format, or of good printing at reasonable cost, or of 
catalog distribution to cover your market effectively, 
or simply to get relief from a vast amount of time- 
consuming work—you will find the expert help you 
need in the Sweet’s organization. 

The Sweet’s District Manager in your territory will 
detail these services in terms of your particular require- 
ments. Call him in to discuss your catalog needs. 


New York 18—-119 West 40th Street—LOngacre 3-0700 
Boston 16—31 St. James Avenue—HAncock 6-0700 
Buffalo 2—70 Niagara Street—CLeveland 8200 

Chicago 54—700 Merchandise Mart—WhHitehall 4-4400 
Cincinnati 2~-American Building—GArfield 2800 
Cleveland 15—1422 Euclid Avenue—CHerry 1-7256 
Detroit 26—548 Free Press Building—WOodward 1-2745 
Los Angeles 17-1709 West 8th Street-—DUnkirk 3-1177 
Philadelphia 7—1321 Arch Street—LOcust 7-4326 
Pittsburgh 19-—411 Seventh Avenue-—ATlantic 1-8220 
St. Louis 1—721 Olive Street-——CHestnut 7388 


FREE. This booklet tells you all about 
Sweet's services in the plant engineering 
market. It describes in detail how you 
can make it easier for plant engineering 
men to buy from you. 


here is how Sweet's 
can work for you 


You may order these services 
separately, or in any combination. 





CATALOG DESIGN—Sweet's design depart- 
ment is staffed by experienced consultants, 
technical copywriters, draftsmen and artists. 
Your individual requirements, whatever they 
may be, receive individual treatment by men 
specially trained for this work. 

plan ——consultation and analysis of products 
and markets; determination of catalog’s objec- 
tive, scope, content and distribution. 

rough dummy — outline of content and format. 
finished dummy — complete content and format 
specifications, ready for production, 





CATALOG PRODUCTION — Because of the 
great number of manufacturers’ catalogs han- 
dled, Sweet's can offer the economies of quan- 
tity production with no sacrifice of quality. 
Sweet's will take complete charge of the execu- 
tion of orders for any or all of the following: 
drawings, photographs, engravings, type com- 
position, electrotypes, printing and binding. 





CATALOG DISTRIBUTION — Sweet's services 
in the plant engineering market are available 
for either of two types of catalog distribution 
individual or pre-filed—to selected organiza- 
tions and individuals representing the bulk of 
buying power. 

individual distribution— by purchase of accurate 
list compiled by Sweet’s, or by using Sweet's 
mailing facilities. 

pre-filed distribution— by having catalogs per- 
manently bound and indexed in PLANT ENGI- 
NEERING FILE. This method has the advantage 
of keeping catalogs instantly accessible at all 
times in 30,000 prospective buyers’ offices. 


Sweet’s Catalog Service 


designers, producers and distributors of manufacturers’ market-specialized catalogs 
DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40TH STREET, NEW YORK 18, NEW YORK 
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control over an agent sales force 


that he has over his own salesmen 
The manufacturer can control the 
major policies and procedures of the 
agent but has trouble in controlling 
This lack 


of control is an inborn limitation 


agent's detailed activities 


The agent is in business for him- 
self, and thus is responsible for 
guiding the daily operations of his 
establishment As a result, the 


client manufacturer cannot route 
salesmen or control sales demon- 
strations, the length of the work day 
and work week, the frequency of 
salesmen’s calls, the amount of 
services rendered, the selection of 
subagents and similar matters 

3. Partial representation The 
manufacturer who uses an agent 
sales force obtains only a portion of 
the agent's time. Obviously, each 
client must share the selling efforts 
of the agent with other manufac- 
turers. This limitation may prohibit 
maximum coverage of a given ter- 
ritory and the continuous promotion 
of the one line 

One sales manager believed that 
his company received no more than 
15 minutes active selling time per 
day from each agent. This com- 
pany in the process of transition 
Irom agents to its own salesmen, 
felt that the amount of time de- 
voted to selling the company’s prod- 
would be 


uct in each territory 


quadrupled merely by _ replacing 
agents with company salesmen 

Certainly, the amount of creative 
selling time could be increased. The 
manufacturer, in addition, cannot 
always control the number of lines 
his agents carry. If the manufac- 
turer is interested in increasing the 
amount of selling effort on his com- 
pany’s product, then salesmen can 
better provide this result 

4. Obtaining maximum market 
Opportunities to obtain maximum 
market potential may be jeopard- 
ized partly as a result of multiple 
lines, the manufacturer may be un- 
able to obtain maximum sales from 
a given territory. In addition, the 
manufacturer runs the risk that the 
agent will deliberately refrain from 
securing sales volume 
due to a fear that the manufacturer 
will replace the agent with a sales- 


maximum 


man when a certain volume of busi- 
ness has been attained. Proper se- 


lection of agents, complete under- 


2 / Industrial Marketing 





Chart 3. —MANUFACTURERS'’ AGENTS—SALES BY KIND OF BUSI- 
NESS AS A PERCENT OF ALL MANUFACTURERS’ AGENTS 
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standing, and explicitly stated ob- 
jectives may minimize the likeli- 
Yet, this 
risk must be faced when agent rep- 


hood of such a possibility 


resentation is used. 
Should the 
agent choose to discontinue his re- 


5. Less stability 


lationship with the principal, the 
manufacturer may find that the 
agent is able to shift a substantial 
volume of the trade to the products 
of another manufacturer. While 
this may not always be a significant 


factor, the manufacturer is unlikely 
to retain the same volume of trade 
immediately after the loss of a com- 
petent agent. 

Such an issue is less significant 
with salesmen because they must, 
of necessity, primarily promote their 
company and its products. Sales 
volume gained by the manufactur- 
ers’ agent, however, may have been 
inspired more by personal prestige 
and acceptance than by product ac- 
ceptance. 


continued on page 88 





NEW 1662-50 EDITION 


DATA ON THE TEXTILE INDUSTRY AND 


TEXTILE WORLD 


AVAILABLE TO YOU WITHOUT CHARGE 


Here’s the fifth edition of TW’s annual sales presenta- 
tion based on the outline recommended by the National 
Industrial Advertisers Association. 


It is truly “The Story of TextirLE Worvp and Its Mar- 
ket,” since it contains up-to-the-minute_data on the 
scope, location, and activities of the big textile industry 
and information on TW’s relation to it in terms of-cir- 
culation achievement, editorial quality, and advertis- 
ing performance. This compilation makes even more 
clear TW’s superiority in buying-power’ penetration 
and readership which underlie the fact that more ad- 
vertisers take more space in it than in any other textile- 
miil publication. 

A new, impartial readership survey by Crossley, Inc., 
reported in this booklet, confirms earlier surveys and 
shows marked preference for TW among mill man- 
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agers, superintendents, and overseers. The results are 
broken down by titles, industry-branches, and geo- 
graphic locations. 

TEXTILE Wor Lp is proud that three of its recent NIAA 
booklets have been singled out as prize-winners by the 
NIAA itself. One received the bronze-plaque “Premier 
Award” and two got “Awards of Excellence.” No other 
publication has approached this record. The new 1952- 
53 presentation follows the prize-winning formats with 
numerous refinements and revised statistics. 

This booklet is of special value for manufacturers offer- 
ing products or services to textile mills and for agencies 
serving accounts of this type. 


We'd like to send you a copy. Please write or phone 
for it. 


Please send copy of Textile World's 1952-53 Sales 
Presentation to: 
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A McGRAW-HILL PUBLICATION gry 
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A monthly discussion, 


PA a1 we nag tn which industry's top 


executives talk frankly about 


management policies 
dealing with current industrial 
O l marketing, selling 


and advertising problems | 
' 
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together with the distributor organi- 


Factory schools, field clinics, ads 


zations in their area to keep them 
abreast of all new developments 


sharpen today’s distribution systems that affect their sale of Osborn 
products and service 

In the present spotty markets, what is happening to the distribution systems of manufac At present, we are for mulating 

turers who supply products and service to industry? To find out, Industrial Marketing plans both to increase and widen 

went to top management and asked these questions: the scope of our activities designed 

to foster the sale of our products 


Do you sell direct . . or through distributors . . or through manufacturers’ agents? What 
are the advantages of the system you use for your own particular lines? through Osborn distributors, and to 
create a greater degree of mutual 
If you use distributors, what are the major means you use to keep them and their sales understanding among our distribu- 
men informed about products and sales policies and to keep this force well trained and 
ie ’ tors, our customers and our com- 
alert saleswise? Have you stepped up sales training for your distributors or salesmen 
: : any 
in any way for the returning buyer's market? I 


The answers of top executives in a broad variety of industries follow: 





to reach these customers promptly as 
. Harry B. Higgins 
and often sa 
Osborn has, in recent years, un- 
dertaken a program with emphasis 
Norman F. Smith upon building increased sales and 
service through and for our distrib- 
utor organization ® BECAUSE of the diversified nature 
This year saw the inauguration of our products, our selling and 
of factory schools where key dis- distributing policy is a combination 
@® WE FOLLOW a policy of selective tributors’ salesmen and sales man- of the generally accepted major 
distribution Whenever _ possible agements are given an_ intensive systems. Items such as industrial 
fer to sell through our o1 course of instruction here in Cleve- chemicals and bulk plastics are sold 
ganization of industrial distributors land on the product its applica- directly by sales engineers, as are 
In those cases where product appli tion; its new development; together such specialized products as auto- 
cations require extensive factory with pertinent information on_ its motive glass, industrial finishes, and 
and field engineering services of a constructior At this time we ac- power-driven industrial brushes 
specialized nature, we sell direct quaint them with what is new in The key factor in the system are 
We believe we can serve more sales policies and what advertising the distribution branches operated 
customers more effectively, with and sales promotion is doing in their by the merchandising division. Lo- 
greater economy to them and to us behalf cated advantageously throughout 
by utilizing the services of the in- Supplementing the factory schools the nation, these branches handle 
dustrial distributor who lives with are periodic field meetings or clinics the different plate glass, window 
the problems of industry in_ his at the distributor level where our glass, store front metal, paint and 


locale, and who is ideally situated trained field representatives get other products destined for distribu- 
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tion through dealers, jobbers, dis- 
tributors and company units to in- 
dustrial, commercial and other cus- 
tomers. 

In these distribution branches 
are located engineering and other 
sales staffs to provide prompt and 
expert service on the local level. 
To keep these staffs operating at 
top efficiency particularly in these 
highly competitive various 
training aids are used. These in- 
clude direct mailings, special pro- 
motions and, where indicated, in- 


times, 


plant training courses. 

It is only through such a combi- 
nation of selling and distributing 
practices as outlined that we can 
maintain the elasticity of operations 
essential in minimizing costs for 
both customers and company. 
Through this combined system, we 
can move most efficiently its many 
diversified products from its multi- 
plant operations to the ultimate 
consumer. 

Because of the diversity of oper- 
ations and the various selective 
markets we wish to reach, consider- 
able dependence is placed upon in- 
dustrial advertising in the business 
press as the most efficient and eco- 
nomic coverage. Hard-hitting ad- 
vertisements with informative copy 
in these business publications serve 
the two-fold purpose of reaching 
both our customers and our sales 
staffs, inasmuch as we encourage 
the latter to read the magazines 
devoted to their particular sphere 
of activity. 

Although competition has _ in- 
creased in all lines we do not be- 
lieve it is necessary to effect any 
major changes in our present selling 
and distributing practices. We do 
believe, however, that it is essen- 
tial that we sharpen our present 
selling tools and revitalize our pres- 
ent sales training. This we are do- 
ing all along the line. 


Harris McIntosh 


® TOLEDO SCALES have been mar- 
keted through a direct sales organi- 


zation since the founding of the 
company 51 years ago. 
are basic to industry and commerce, 
they at the same time have the 
characteristics of a specialty, which 


While scales 


requires well-trained sales person- 
nel with full knowledge of product 
features and applications. 

There are company operated sales 
offices in all principal cities, and 
distributors directly identified with 
our products in smaller localities. 
In both instances there is factory- 
trained Toledo 
Scale products are sold. 

Paralleling the direct Toledo sales 
organization that industry 
and food stores, we distribute our 
commercial dishwashers and othe: 
kitchen machines through selected 
kitchen machine dealers. This meth- 
od is chosen because these machines 
are so often sold as a part of a com- 
plete institutional kitchen involving 
the equipment of many different 
manufacturers. Here again, how- 
ever, Toledo factory-trained service 
teams up with the dealer to assure 
satisfaction to the ultimate user. 

Sales-training aids, including 
sound slide films, easels and man- 
uals, are provided, and sales meet- 
ings are conducted by Toledo man- 
agers for both the direct and dealer 
groups. 


service wherever 


serves 


L. J. Fageol 
President 
Twin 


Kent, Ohi 


® AT PRESENT we are diversifying 
our product lines by the introduc- 
tion of a new integral-design van 
type delivery truck. This carries 
more payload per inch of wheel- 
base and body length than any pre- 
viously available vehicle. 

To reach the vast market for 
these trucks we have made several 
important changes in our selling 
methods. As one of the world’s 
leading bus manufacturers, we have, 
in the past, employed a rather large 
number of direct factory salesmen. 

Notwithstanding this, we believe 
that our new trucks must be sold 
through a nation-wide network of 
distributors and dealers. Our ma- 


jor current task is to establish such 
an organization. 
Consequently, we have inaugu- 
rated an extensive sales training 
program to equip our representa- 
tives for the big job of selling the 
Fageol Van line to these distributors 
and dealers. An important part of 
this is a factory school where our 
men and distributor and dealer rep- 
resentatives are instructed in every 
truck feature. Also, we have pre- 
pared comprehensive literature 
which explains every detail of our 
products, even including direct com- 
parisons with competition. In addi- 
tion, our advertising is carefully 
coordinated, step-by-step with our 


sales program. 


J. J. Mullen, Jr. 


jen 


® BEING a_ single-product manu- 


facturer, our company maintains 
direct district sales offices only in 
the large cities where volume de- 
veloped would justify the cost of a 
district office. Fifty per cent of 
our sales volume is developed from 
this source and the remainder is 
secured by the use of manufactur- 
Fairly 
adequate horizontal coverage of the 
market is obtained through this lat- 


ers’ agents and distributors. 


ter source, and, since we are the 
largest independent manufacturer 
of transformers, we can be selective 
in our choice of manufacturers’ 
agents and distributors. 

Our agent and distributor organi- 
zation is quite small, as our sales 
are confined, primarily, to the util- 
ity field and heavy industrials. We 
consider a compromise between di- 
rect selling and agents, in our par- 
ticular field, to be advantageous, as 
we can maintain the quality of our 
representation at a high level in 
dealing with the executive person- 
nel of our customers. 

Our distributors operate directly 
under our district offices, and their 
efforts are frequently supplemented 
by our own district sales force. 

No major change has been made 
in our distribution system 


ntinued on page 182 


since 
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Mr. Insulation says: 





2 “In every major industry, 
dohns-Manville Insulations 
are the Number One 

fuel savers” 


Which ad 
attracted 


noes © Ps 
>a bm wel “4 
P| —% a@ 








more readers ? 


Tos wuanris wat conchs or site, ox on ¢ GUT APPLICATION 
the story is che sam ¥ selected 
Manville” mee 
Investment There are tw 
+. YOU GET THE RIGHT M m 4 
mes baa. The . are orsined in 
as Johas-Maswi eshte, sad have gen- 
ence hebind them 
Why sue get the complete praure ‘(ali o@ iesale 


termining exactly the nghs one ties beadquarters wheo your next jab is 


get expereaced and auchorst : in the planning stage. Jus: write Jobos 
your local johns Mas: eulass Maovilic, fox i, New York 16,N. ¥ iM! 


in i Ww 
Johns-Manville 42 miseisnees 





CAUGHT IN A FLOOD 


.»-Dug Out of the Mud, 
Kaylo Heat Insulation 
Proved Still Usable! 


Cartoon vs. Comparison 


® OF THESE two ads for insulating 
materials in Power, one used a car- 
toon character, and the other a “be- 
fore-and-after” picture sequence 
Johns-Manville, New York, used 
the cartoon and Owens-Illinois 
Glass Co., Toledo, used the picture 
sequence Which attracted more 
eaders” See page 19] 


WATER SOAKED AMD CAKED WITH MUD 


Kaylo Heat insulation is @ hydrows calcium 
silicate ~ the heat-saving meoterial thar is 
revolutionizing insulation practice with its 
ovtstanding combinotion of advantages. 


KAYLO . »» first in calcium silicate 


pioneered by OWENS ILLINOIS Glass Company 


ie ~ AKO SALES GONE: AMANTA - SORTON + CmCAGO ume LeveL + BARON 
° mo rhewees ous < waNOTOR 





In 1951, total sales for the 
professional and scientific 
instruments industry was 


$2,832,000,000! 


I | 
<a | 


Analytical and control professionals are the key originators, operations supervisors and 
buyers of costly instruments such as those used in the chemical control laboratory of the 
Heyden Chemical Corporation. Here is but one of the many analysis instruments—an 
infra-red spectrometer—being used to analyze a solution of a pentaerythrital derivative. 
Analytical and control instruments, component parts for instruments, reagent and 
specialty chemicals, laboratory equipment and apparatus .. . 


NEW are bought and specified by the chemists, engineers and scientists who 
24-page work in control and analysis, in research and production... men who 
FACT FILE FOLDER turn to ANALYTICAL CHEMISTRY for the practical workmaterial 
Call or write essential to their plant and laboratory activities. 


for your copy now. Working professionals use Analytical Chemistry for product informa- 
tion. The Industrial Data Section pulls an average of nearly 150 
requests per offering for more information every month! Your adver- 
tising will produce more where it’s used in the laboratory work 
atmosphere—in Analytical Chemistry. 


An 


7 A | A LY Tl g A L AMERICAN CHEMICAL SOCIETY Publication 


Er’ | Advertising M ent: 
ial aS HEMISTRY REINHOLD PUBLISHING CORPORATION 





e Woorkmagazine for 330 West 42nd Street, New York 36,N.Y. 
nse entat ( t rly 
CHICAGO * CLEVELAND °* SAN FRANCISCO 
LOS ANGELES * SEATTLE * DALLAS * DENVER 
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HOW TO MOVE REGULATORS 
FROM THE MAKER 
TO TRE PrreLine: 


PUT Power BEHIND THEM 
YEAR AFTER YEAR 


How industry is 


U.S. capacity to produce is up over 87% since 1940. We have 45% more 


manufacturing plants. Gross national product is over three-times as big. 


— And the BIG O.K. grows, too: 

Men who make steam, wield a mighty big O.K. in expanding industry. 
Every working day we use 12 and one-half billion pounds of steam —a third 
of it for generating electricity; two-thirds for direct power and processing. 

When you display your product in Power, and explain its performance 
facts, you are talking to the biggest — the most intent and responsive audi- 


ence in the booming power field. 














‘ = 


~ FACTORY AT 


ne ee 


"22 or 
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Soe 


iM, Parti Pn ate 


The Mason Regulator Company was five years Mason-Neilan Regulator Co. — the product line, 
old —a lusty pioneer in the manufacture of while it no longer includes some items shown in 
pressure regulating valves when this adver- the advertisement, has grown to include many 
tisement appeared in an 1887 issue of Power. automatic controls in addition to pressure reg- 
Today the company name has changed to ulators — and the market is world-wide. 


growing today: 


r! 


| ~~ 


_ you wartt fo move a product, put pening it 


\ 
\ 
\ —~ | 


\ i 


A McGraw-Hill magazine | * abe- abp 
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better service. It is very compre- 


hensive and undoubtedly provides 

ESTION a worthwhile education for the 

$UGG service station attendant. It has 
its drawbacks though. 

There is an old saying that “you 


saQpat's— ae) ek ee 


rovar's SUGGESTION 


can lead a horse to water, but you 
can not make him drink”, and that 
applies to inducing service station 
attendants to absorb learning. You 
can provide a training manual, and 
you might even force them to look 
‘ : through its pages, but you can not 
ota make them read and understand 
y : 10N the importance of what it says 
'§ SuGcest For Leonard Refineries, Inc., Al- 
voor service aoe ma, Mich., there was another draw- 
FoR BETTER back. It has less than 250 service 
stations, and the unit cost of a good 
sales training would be 


prohibitive. We tried to find a sub- 


rovay's SUGGESTION 


FOR BETTER SERVICE... 


ee 


manual 


stitute. We came up with the idea 


— of trying to impart the same in- 
A294 ying 


formation to the service station at- 
tendant in little, tiny doses. The 


TOday's & 
FOR gery 


post cards at left are the result. 


They are mailed daily from the re- 


ERVicg. : 
*s finery, and each offers a sugges- 
tion which can improve the conduct 
and business of the service station 
operators. Each is accompanied by 
an informal cartoon which we be- 
lieve helps to lighten the text and 
make the capsule easier to take. 

It is our idea that this daily re- 
minder makes a slight impression 
each time, and that the cumulative 
effect, like dripping water, will even- 
tually improve the operation of each 
attendant. In addition there is the 

possibility that a card will be re- 
ceived on an appropriate day re- 
Day by Day.. minding the service station operator 
or attendant of something he can do 
at that moment, or on that day. 
il ili | Thus, the message is read during 
Da Y rr ch ngs rep ace an active time, rather than during 
a study period, and the message 
is generally kept around the station 
costly sales training manual during the day on which it is re- 
ceived. 

We believe that this program is 
ae. Be operating successfully, and accom- 
The printed 
help train distributors and jobbers card itself is in two forms, with a 
different tag line at the bottom. 


plishing its purpose 
® THIS INEXPENSIVE device was used 
as a substitute for a very expensive Here's the story 


item. It turned out to be more ef- Most of the oil companies prepare Each of these two forms is printed 


fective than its expensive counter- a sales training manual to be studied in two colors, and all four varia- 


part by service station attendants. It tions are printed on five different 


colors of stock. 


Although it was used by an oil tells them how they should act at 


company to train service station op- 
erators it could be used effectively 
suppliers t 


by many industrial 


60/1: 


the driveway level, and suggests de- 
vices by which they can increase 


their sales and give their customers 


We hope that this 
prevents the card from becoming 
monotonous on a daily trip to the 
service station attendant 





The FOUR-EDITIONS PLAN, including 
a Drilling & Producing, Refining & Gas 
Processing, Qil & Gas Pipelining, and 
a Combined Edition. . . . 


ELIMINATES non-related articles and 
advertising material from his view and 
puts The Petroleum Engineer directly 
to work as he... . 


The FOUR-EDITIONS PLAN also 
includes a General Section covering 
over-all news and developments. If 
your market... . 


SELLS better, saves more through 
breakdown rates, and affords maxi- 
mum budget flexibility month by month 
throughout the year! 


=~ se" 


SEPARATES petroleum editorial cover: 
age according to the industry's three 
distinct operating divisions, from which 
each reader... . 


CONCENTRATES on the specialized 
or integrated phase of petroleum 
operations in which he is interested. 
Thus, your ad... . 


iw? 


SPANS the entire industry (or more 
than one division) an ad in this 
General Section appears in all four 
Editions! 


SELECTS the specific specialized or 
integrated editorial approach he 
prefers. His stated edition preference 
automatically... . 


PINPOINTS its sales impact upon 
a 100% receptive reader who repre- 
sents operating personnel — the hard 
core of buying influence. 


GAINS (paid circulation and advertis- 
ing) since 1948*, show The P.E. 
topping all other oil papers — proof 
that The P.E.... 


For new budget-planning literature 
detailing the specialized and inte 
grated petroleum market, write The 
Petroleum Engineer, Box 1589, Dallas 


*from Industrial Marketing's 
yeor-end reports — 
1948, 1949, 1950, 1951 


Engineer 


an international monthly 








H.P.E.N.’s 
Coverage of 


— VERIFIED by Leading 


WHOLESALER-VERIFIED COVERAGE 


reaches contractors concerned with: 


Radiator Heat 
Oil Heat 

Gas Heat 
Warm Air Heat 
Plumbing 

Piping 
Ventilating 

Air Conditioning 


A New Step Forward in 


Circulation Verification! 


Where do you get your names? That is the question 
most frequently asked about Controlled Circulation 
publications. And rightly so, for the effectiveness of 
a Controlled Circulation paper as an advertising medi- 
um depends directly on the care and thoroughness with 


which its list of readers is built — and maintained. 


There are over 60,000 heating and plumbing con- 
tractors in the field. HEATING & PLUMBING 
EQUIPMENT NEWS covers about half of them. Why 
half? Who is best qualified to decide which of the 
60,000 contractors are worthwhile prospects for your 


advertising and sales promotion efforts? 


The men who do business directly with these heating 
and plumbing contractors — the wholesalers who sup- 
ply them — are obviously in the best position to tell 
which of their customers are the important buyers of 
equipment, tools and materials. Therefore, HEATING 
& PLUMBING EQUIPMENT NEWS goes directly to 
leading wholesalers and asks each one to list his best 


customers and prospects. In actual operation, HPEN’s 


Published by The Industrial Press, 





plan that assures advertisers 
IMPORTANT CONTRACTORS 


Heating and Plumbing Wholesalers 


plan of Wholesaler-Verified Coverage takes steps to 
locate the most important wholesalers in each area. . . 
to correlate the number of their important contractor- 
customers with the total amount of business in the area 
... and to eliminate duplication in the lists of customers 


and prospects which each wholesaler supplies. 


In this way, we build a list of the important heating 
and plumbing contractors in every branch of the trade 
. .. the ones who are the biggest buyers of the products 


you advertise . . . verified by his actual sources of supply. 


This process of list building is, of course, a continuing 
project, for turnover among contractors is high. Cur- 
rently, our name checking covers the wholesalers in 
the 106 most important cities, and this base is being 
continually broadened so that every major trading area 
will soon be covered. The market for heating and 
plumbing equipment outside these areas is also im- 
portant; here the problem of locating the most active 
contractors is much simpler, and other methods are 
used to find the contractors who are doing the bulk of 


the buying. 


HPEN’s Wholesaler-Verified Circulation plan is an- 


other great step forward in assuring advertisers the 


circulation accuracy and circulation scope that are 
needed to get effective coverage of the important con- 


tractors and dealers in every part of the market. 


HEATING & PLUMBING EQUIPMENT 
NEWS gives you... 


-  Wholesaler-Verified coverage of the leading 
heating and plumbing CONTRACTORS. 


- Verified coverage of the leading WHOLE- 
SALERS AND DISTRIBUTORS. (The result of the 
first step in our survey, which locates the leading whole- 
salers in the field.) 


3. Coverage of MANUFACTURERS’ AGENTS 
(Important specifying and buying authorities. Also 
important to manufacturers seeking to expand their 
selling outlets.) 


- Coverage of the leading MANUFACTURERS 
of heating and plumbing equipment (Volume buyers 
of materials, unit parts, controls and accessories.) 


The Result ... 


A circulation of over 35,000 that reaches more of your 
real oes than any other publication in the field — 
and reaches them at lower cost per thousand! A cir- 
culation that gives you effective coverage of the com- 
plete MANUFACTURER — MANUFACTURERS’ 
AGENT — WHOLESALER — CONTRACTOR chain 
of distribution throughout the heating and plumbing 
field. 


148 Lafayette Street, New York 13, N. Y. 





Fanfare for Facts .. | 


Tough market survey made easy 


through a civic 


Objective of this market survey was to get 
detailed facts about the needs of the buy 
er. But would the buyer take the time to 
answer the interviewer's 200 or more 
questions? That was the problem and 
this is the way they solved it. 





® SUCCESSFUL market surveys re- 
quire more than trained interview- 
ers and a practical questionnaire 
Cooperation of the people to be 
interviewed is the first essential 

This is especially true when you 
want to go into factories, institu- 
tions and homes on a city-wide 
basis, and ask several hundred per- 
tinent questions. You just can't ac- 
complish this without popular sup- 
port 

Realizing this, one company that 
wished to make such a market sur- 

‘'y in a city of 53,000 appealed to 
civie pride convinced the com 
munity and its leaders that the sur- 
vey was a public service and 
transformed it into a talked-about 


civic event 


64 / Indus 


Although it was a business pub- 
lication Domestic Engineering, 


Chicago 
vey, the methods used by the pub- 


that conducted the sur- 


lication in winning city-wide sup- 
port for the project may offer ideas 
to industrial companies wishing to 
make an intensive local market sur- 
vey 

The publication sought extensive 
information about modernization of 
plumbing, heating, piping, air con- 
ditioning and appliances planned 
and potential . . in homes and in in- 
dustrial, commercial, institutional, 
government and rural structures 

The first step, after choice of Bay 
City, Mich., as the survey com- 
munity, was to obtain official en- 
dorsement by the city administra- 
tion. Specifically, the publication 
wanted the major to proclaim Sept 
7-13 as “Modernization Week.” The 
argument presented was that mod- 
ernization protected the investment 
of Bay City citizens, increased busi- 
ness, helped morale and promoted 


civic pride. Attracted by the idea, 








Mayor's Proclamation 
Whereas . 


Whereas . . 


rkers 


Whereas . . Vi 


Be It Therefore Proclaimed 


MA 


Elford A. Cederberg. Mayor 
City of Bay City 














The magazine of the men who manage, operate 





and buy for the metalworking industry... 
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THE PURCHASING DIRECTORY 
Industrial Buyers Reach for 


but will a directory of such 

a convenient size give them the in 

formation they seek? The answer is an em 
phatu Yrs! 

The question is often asked, ‘How is it 
possible for the CONOVER-MAST PURCHASING 
DirecTORY to be equal in comprehensiveness 
toa much larger, thicker, heavier, poly-volume 
directory?” That question can be answered 


with FACTS— and here they are 


1. C-MPD is wholly an INDUSTRIAL buying 
guide. Non-industrial listings are rigidly 


excluded! 


You can’t measure its value with a ruler 


2. C-MPD’s ingenious, modern indexing sys- 
tem is a real space saver. THERE IS NO 
DUPLICATION OF LISTINGS. A// the listings 
and al/ the advertisements of a given prod- 
uct appear in just one place—under the 


product’s primary name. 


This spells greater convenience for the indus- 
trial buyer — greatereconomy fortheadvertiser. 

Take a look at the chart below. It proves 
that more industrial buyers (all with tested 
buying power) reach for the CONOVER-MAST 
PURCHASING DirREcTORY than for any other 
directory. 


WRITE, WITHOUT OBLIGATION, TODAY—LEARN WHAT IT CAN DO FOR YOU 


Conover-Mast 
PURCHASING DIRECTORY 


737 NORTH MICHIGAN AVENUE, CHICAGO 11, ILL. 


CONSULT YOUR ADVERTISING AGENCY —s_—- i Bis eS 


CONOVER-MAST PURCHASING DIRECTORY GIVES 
YOU 60% MORE MANUFACTURING CIRCULATION 
THAN THE NEXT DIRECTORY 


Total Circulation 
25,011 CCA 
Dec. 1951 
19,943 ABC 
Dec. 1951 
18,354 CCA 
Dec. 1951 


CMPD 2,852 


THOMAS’ 
REGISTER wud 
4,543 


MacRAE'S 13.811 
MANUFACTURING CIRCULATION 3 ALL OTHER [ _] 
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THE NEW 7° DIRECT ORivE 
BLOWER MADE ESPECIALLY 
FOR SMALL HOME FURNACES 


Dwient W. Kew 
HEATING ENGINEER 














Business Paper Barrage . . Some 


se peppered readers of ‘Ameri 


| Fa SO RDNRIUT RE eE i | 
| WE HAVE VIKING'S | 
F / WEW“777" BLOWER 
|“) PACKAGE IN STOCK | 
| ORDER FROM US | 
‘Te new 7 oynect pave 
BLOWER MADE ESPECIALLY 
FOR SMALL HOME FURNACE! 
SUPPLY CO. 


942-944 N. 24th Se. Omohe 2, Nebr. 


A. — BENNETT 
PRESIDENT 








Repemreo feom SNIPS—Novemsen, 1951 


Small space testimonial ads 


sell for Viking, 


® HEAVY REPETITION of small space 
ads in the same issue of a business 
publication has brought big results 
for Viking Air Conditioning Corp., 
Cleveland. 

The ads, which introduced a new 
blower, were a cooperative cam- 
paign that helped quadruple sales 
quotas in the first three months of 
a sales drive. The cooperative 
campaign worked like this: 

Each participating distributor was 
required to make a minimum pur- 
chase of the new blowers. In re- 
turn, he was entitled to buy an 
eighth-page ad for half the space 
cost. Viking paid the other half. 

Each ad featured a testimonial by 
the distributor who helped pay the 
cost. Continuity and repetition were 
emphasized by using the same for- 
mat in each ad. The distributor 
could run his ad in either of two 
heating trade publications. . Ameri- 
can Artisan or Snips. All of the ads 
ran simultaneously in the two pub- 
lications with two or three ads 
sometimes appearing on the same 
spread, but never more than that 
number on a spread. Some 88 ads 
appeared. 

Although this volley of small- 
space ads appeared only once, they 
were part . . the most unusual part 
of a three-month campaign of 


other types of space advertising and 
sales promotion directed by Adver- 
tising Manager George O. Gould. 
The campaign began with a full 
page in American Artisan, Sheet 
Metal Worker and Snips, announc- 
ing a contest to name the new 
blower. The same testimonial tech- 
nique was used in the ad to explain 
product features. The ad drew more 
than 500 entries. 

The contest was promoted further 
in the company’s external publica- 
tion, “Viking News & Views,” going 
to 24,000 heating manufacturers, 
distributors and dealers. 

A month later the cooperative 
campaign broke. To reinforce it, 
Viking published 1,000 reprints of 
each distributor’s ad on gummed 
paper. The gummed reprints were 
supplied to the distributor to tab on 
correspondence, invoices and direct 
mail. Each reprint carried a leg- 
end: “As advertised in (name of 
publication) .” 

Viking supplied a folder in quan- 
tity to all distributors for including 
in mailings to dealers and contrac- 
tors to explain and promote the 
blower market. Viking salesmen 
worked in person with the distribu- 
tors to assure maximum use of the 
folder. 

In the final month of the cam- 








4500 Train Ave. 


THE NEW 7° DIRECT ORiVE 
BLOWER MADE ESPECIALLY 
At HOME FURNACES 


DECKER REICHERT STEEL CO. 


Cleveland, Ohio 


RAY DECKER 
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tells you faster what you’re 
buying in a business paper 


There have always been a whale of a lot of important more in five minutes than you've learned about many a 
facts in every ABC statement . . . facts checked for paper in an hour’s talk. You can check its circulation 
accuracy by the most meticulous auditors in business. | against your market . . . compare values in competing 
And there have always been a lot of careful spacebuyers papers ...and know precisely what you're getting for 
who studied every dot and decimal of the ABC state- _—_ every advertising dollar. 
Se Busy? Here’s what you can learn almost at a glance 
Now the ABC report has a new look—a new, simpler — from the new ABC reports ... all straight facts with 
form. You can read it in three quick steps... find out’ —_ an audit to back them: 


THESE QUICK FACTS TAKE THE GUESS OUT OF SPACE BUYING 
1 ABC... tells you it’s bought-and-paid-for by its subscribers 
5 


Is it new—or long established? What industry does it serve? 
What's its circulation average for six months . . . in subscriptions and 
single copies ... paid and free? And how's it been doing, month by month? 
YOU GET THESE FACTS FASTER ON THE NEW ABC REPORT 


2 WHO reads it? 
A crisp business analysis breaks down the subscribers by the kind of job or 
® kind of business (or both) . . . tells you how many subscribers are customers. 
YOU GET THESE FACTS FASTER ON THE NEW ABC REPORT 
WHERE does if go? 
A state-by-state breakdown gives you circulation data to 


match against your own market. 
J GET THESE FACTS FASTER ON THE NEW ABC REPORT 


3 HOW'S it sold? 
At what price? How many special or quantity subs? Any premiums or induce- 
® ments? Are subscriptions paid up or lagging? And how well are subscribers 
renewing? These are all good yardsticks to measure reader interest. 
YOU GET THESE FACTS FASTER ON THE NEW ABC REPORT a 


Simple? Very. And very valuable. This new ABC report form should take the guess out of every space-buyer's deci- 
sions. Be sure to use it, for it puts an audit behind claims... backs up quantity measurements with important quality 
pointers. Pick ABC bought-and-paid-for business papers—and check their ABC audits to know what you're buying. 


ABC's MEDIA CLINIC . . . A complete program is available for A REPORT FOR QUICK STUDY... . Send 
local AAAA Chapters, ad clubs and media greups. It includes for the folder, “THE PLUS OF PAID CIRCU- 
sound movie, slide-illustrated story of ABC and how it operates LATION”. It will give you a Jook at the 
. «. and a panel of experts for discussion of business paper extra values you buy when you pick an 
circulations and how to interpret their advertising values. ABC-audited business paper. 


WRITE TO ABC for details WRITE TO ABP for a copy 


All members of the Associated Business Publications are proud documented quality of circulation. Since 1916, the ABP mem- 
members of the Audit Bureau of Circulations They are all bers have worked together to improve the service of business 
paid-circulation business papers all subject to the rigid papers to their readers and to help advertisers use the 
requirements of the ABC audit that ensure integrity and a business press more effectively 
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employe communications 


public relations 


by Robert Newcomb 


and Marg Sammons 


ANY Way YOu Fier REIT 
Bork of rea Neesseannt oy 


Adds ay ty < e th 


Management learns what to talk 


about in company magazines 


Management is learning several things 
from the newspaper and magazine editor's 
bag of tricks. The lessons: what to say 
and how to say it in establishing and 
maintaining liaison with employes. Man 
agement’s growing pains are chronicled 
in this third of three articles on the em- 
ploye magazine. 





® SEVERAL factors have combined 
n recent years to make an indus- 
trial editor's job more important 
than ever before 

The encroachments of govern- 
ment upon business might be num- 
ber one. In addition, the growth in 
size and power of the labor unions 


has prodded managements into stat- 


ing their own case more frankly 
and more often. The free enter- 
prise system itself is under attack 
from a variety of sources, and this 
is a strong factor. And certainly an 
added factor is the tragic miscon- 
ception of the motives of individual 
companies on the part of 
Add them up, and 


The mod- 


ern industrial editor grapples with 


unin- 
formed people 


they make a high hurdle 


this problem at his own local level, 
with tools designed for the local job 

To bring to his readers a clearer 
understanding of how the company 
functions in its various plants or 


departments, the editor prepares 
what are called operations stories 


These are the step-by-step reports, 


Industry’s relations with 
Employes/ Stockholders 
Distributors / Suppliers 


Neighbors 





usually pictorial, of successive op- 
erations, shown in terms of the peo- 
ple who perform them. The end 
products article shows the uses 
and describes the users of com- 
pany products. Community articles 
are the personalized accounts of 
various plant communities or neigh- 
borhoods and the employes who 
live there. Business economics arti- 
cles are by now common to em- 
ploye publications, although most of 
them are too general to interest 
employes. Many employe papers 
publish editorials on a variety of 
subjects, with material on 
safety and health. The backbone of 
the typical employe publication is 
still the article . . or the item 
about employes. 

For many years the employe pub- 


along 


lication’s editorial was re- 
served chiefly for the chief execu- 
tive’s comments on success in busi- 
ness. These were cold little ser- 
mons, and they rarely did the cause 


of employer-employe harmony any 


page 


good. In more recent years the 
executive author has taken up the 
cudgels for the American way of 
life, but the theme has_ been 
pounded so hard and so often that 
the once-glorious words have lost 
their meaning. Employes have grad- 
ually grown tone-deaf, and there is 
a mounting suspicion that free en- 
terprise would be a whole lot better 
off if we didn’t talk so much about 
it, and just worked quietly to keep 
it alive. 

The editorial page, however, is 
taking on new power as a result of 
management's growing willingness 
to speak out frankly on themes that 
interest employes. Now, in presi- 
dents’ messages across the country, 
we begin to find references to the 
state of the business, 
candid discussions of profits, ex- 


company’s 


planations and interpretations of 


new company policies. 





FOUNDRIES FIT INTO NO OTHER MARKET 


Foundrymen speak a “language of their own’’ and those who sell 
successfully to foundries learned a long time ago to recognize them 
as an individual market—bound together by common practices and 
common problems found in no other industry. 


An independent sales effort directed to foundries will pay dividends 
...this mass production industry is spending over one million 
dollars every hour for materials and supplies—and two mil- 
lion dollars every week in capital investments. 

To meet the demand for castings, America’s foundries last year topped 
every previous production record... including peak war years! 
To make sure your story gets across to foundrymen, tell it in FOUNDRY. 
With its 45,000 readers, FOUNDRY gives you blanket coverage of 
the foundries that have 94% of the industry's melting capacity. 


THINGS ARE 
HAPPENING 


DO YOU HAVE THESE 
MARKETING AIDS? 


@ Marketing Guide, ‘How To Sell 
the Foundry Market.’’ Avail- 
able free. 


@ Data File, “This is the Foundry 
Industry.” Available free 


@ Penton’s Foundry Directory. Cost 
$75.00. 





Reaching every foundry employing over 50... and 86% of all others / A Penton Publication, Penton Building, Cleveland 13, Ohio 
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Salesman to 


metalworking 


Look how The IRON AGE towers over all other 
standard size metalworking publications .. . 
gives you greater value for your advertising 
dollar: 

1, LARGEST TOTAL DISTRIBUTION — 35,700 

2. GREATER PLANT COVERAGE — 18,500 


3. DEEPER PENETRATION IN MAJOR PLANTS 


LARGEST TOTAL DISTRIBUTION 


Each week more than 35,700 copies of The 
IRON AGE are rushed to waiting readers. 
22,700 of the total distribution is paid circula- 
tion, 50% more than any other metalworking 

weekly and constantly growing. No other 
metalworking publication can match The 
MRON AGE renewal rate — 84.58%. 


gas metalworking expands, The IRON AGE 





No. 1 in Metalworking Circulation 


Circulation Breakdown as of May 1, 1952 
Including Advertisers’ Copies 
* Manuf s of A bled Metal Products, 
Equip and Machinery 18,411 
*Commercial Processing Plants and Parts Mfg’s: 
(a) Forging, Stamping, Welding, Machining, 
Heat Treating and Finishing Plants 
(b) Plate and Structural Fabricators 
(c) Foundries and Die Casting Plants 
(d) Other Parts, not End Products 
*Producers of Metals 
Railroads & Other Transportation Services, 
Public Service Corporations, Mines, 
Manvfi ers of N | Products 
Government 
Distributors, Dealers and Exporters 
S ing and C ing Engi s 
Trade A iati Chambers of C 
Libraries, Colleges and Vocational Schools 
Miscellaneous 
Awaiting Classification 
Total 
Agencies, Comps. and File Copies 
GRAND TOTAL 




















%27,092 copies in the very heart of the industry—more than 
any other metalworking publication. 
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GREATER PLANT COVERAGE 


Every week The IRON AGE enters more than 
16,500 metalworking and metal producing 
plants . . . reaches more than 18,500 plants 
of all types. No other metalworking publica- 
tion reaches so many. 


At least one copy of The IRON AGE goes 
every week to every U. S. metalworking plant 
employing 50 or more plant workers. In highly 
mechanized plants, such as manufacturers of 
machinery, at least one copy goes to every 
plant employing 40 or more plant workers, 


The plants reached by The IRON AGE repre- 
sent more than 97% of the entire metalwork- 
ing industry’s purchasing power. 


DEEPER PENETRATION IN MAJOR PLANTS 


The number of copies of The IRON AGE reaches 
ing each plant is determined by its size and 
product. Mass production metalworking plants 
. . those that employ 1000 or more plan€ 
workers . . . are specially analyzed to providé 
individual copies for executives who exert 
major buying influence. Added circulation 2is@ 
goes to such industries as automotive, aircraft) 
and machinery whose production trends prom- 
ise heavier purchases. 
The wide coverage, the deeper penetration of 
The IRON AGE, both unmatched by any other 
metalworking publication, combine to give you 
unequalled value for your advertising dollar. 


The most successful salesman in the industry 


dironAlge 


No. 1 in metalworking 


A CHILTON PUBLICATION, 100 E. 42nd ST., N.Y. 17, N.Y. 
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Instead of dealing in abstractions 


that never particularly interested 
employes, the boss is talking facts 
and figures and finding out to his 
astonishment that what the em- 
ploye 


the boss would like to have him 


wants to read is often what 


read. Thus, at long last, the boss 
is beginning to build a following 
among his people because he has 
climbed down from the rhetorical 
tratosphere and is talking man- 
ik. Around the kitchen table the 
baffled for 


years by the big words and long 


ife of the employe, 


sentences, says to herself, “Now I 
begin to get it.’ She is beginning 
to get it because the president 
‘ whoever writes the messages for 
him is aiming at a kitchen-table 
a idience 

There is a vast amount of mis- 
understanding in, as well as out of, 
the industrial editing profession, 
concerning the item called the “per- 
sonal.” It 
solved if editors and others would 


would be readily re- 


simply distinguish between the le- 
gitimate, factual news item about 
an employe, and the banal, childish, 
newsless item that is often libelous 
The first is news, and has a rightful 
and important place in industrial 
The second is the “rib- 
bing” type of lifted 
from the stream of talk that goes 


journalism 
item, bodily 

1 in any shop; it is old stuff in the 
first place, and in many instances it 
bruises feelings. The principal ob- 
jection to it is that it isn’t news 

The gossip type of item with 
which many employe publications 
abound has staunch defenders. The 
people like these juicy little reflec- 
tions upon the personal habits of 
fellow-employes, these editors con- 
tend. The fact is that they don’t 
even read them unless they know 
Thus the 
quip is of strictly local department 
interest; it has been bandied about 


the individual involved. 


probably weeks before, and it con- 
veys no information of any value to 
anyone else 

Look at the gossip columns in the 
insist. 


newspapers, editors 


Look how popular they are, with 


some 


their rumors of romance and di- 
vorce. For the sake of an experi- 
ment, let us lift verbatim three con- 
ventional items from a well-known 
gossip column, substituting the 


ied on page 88 
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Communications man of the month.. 


When a milkman put out a fire, 


this company editor knew what to do 


Charles DeLacy . . editor 


® ONE MORNING last year a milk 
wagon driver for the Borden Co., 
Chicago, climbed the stairs of an 
apartment house making his de- 
Suddenly he discovered 


John 


Catonia, a driver for 22 years, knew 


liveries 
that a fire had broken loose. 


that 21 people were probably asleep 
in that house. 

He scurried from door to door, 
pounding and prodding the occu- 
pants into wakefulness. One man 
refused to stir from his slumbers; 
smal] but determined John Catonia 
dragged him from his bed. Once 
people were aroused, he hustled 
water buckets and called for the fire 
department. The man saved prob- 
ably a dozen lives, a considerable 
amount of property, and he won the 
warm thanks of Chicago’s fire de- 
partment, which praised him for a 
cool head 

The average editor of a company 
publication for employes probably 
would have settled for a single col- 
umn head-and-shoulders _ picture 
and a short story in his journal. 
Fortunately, Charles DeLacy 
“Family Circle” for Bor- 


who edits 


den employes in Chicago as a mem- 
ber of the company’s public rela- 
tions department, is not typical. In 
the Catonia saga he saw a yarn of 
great individual courage and enter- 
prise, and he thought the world . . 
or as much of its as Mr. DeLacy 
could reach . . should know about 
it. 

When the news tip got to him, 
through one of his alert network of 
reporters, he quickly arranged a 
photo of the dazed hero at the fire 
department, with department offi- 
cials. Editor DeLacy jerked a page 
out of his magazine and substituted 
the rich and stimulating facts about 
the Borden The yarn 
went out at once to the press, and 
at least one of the big dailies did a 
smashing feature on it. 


milkman. 


In the industry, no prize is more 
coveted than an award from the 
Milk Industry Foundation, and of 
the prizes, none holds the rank of 
the gold medal, the highest award 
of all. Mr. DeLacy promptly rushed 
to the foundation the complete story 
of the milkman’s heroism, and a few 
months later the happy Mr. Catonia 
was called in to receive the gold 
medal, grand prize for 1951. The 
nimble-minded Mr. DeLacy saw to 
it that the hero’s exploit was told 
on radio; he further inserted him 
into a TV newscast and got him on 
television for an interview. 

Mr. DeLacy, who edits a brisk 
and graphic tabloid magazine for 
his people, likes to look upon em- 
ployes as individuals rather than as 
groups of individuals. In building 
the spirit of teamwork, he thinks, 
the individual accomplishment may 
be edged into the background. In 
telling the Catonia story, he tells 
what thousands of other Bordenites 
might have done under similar cir- 
cumstances, and makes them all 
proud of the little milkman with the 
great big medal. 








“FLYING SAUCERS ?” 
A photo by A. Aubrey Bodine, of Baltimore 


most phenomena there is a rational explanation. In the 

F cdisen of exceptionally fine printing, it’s: first, a deter- 
mined plan for quality, and then the use of genuine coated paper 

_ made for specific press requirements by men of long experience 
and ample facilities—notably Cantine’s. 


Coma Goat Fp 


THE MARTIN CANTINE COMPANY, Saugerties, NV. Y. 


Specialists in Coated Papers Since 1888 
Branches: NEW YORK and CHICAGO (In Los Angeles and San Francisco + Wylie, & Davis) 


LETTERPRESS 


Hi-Arts... Ashokan... 

M-C Folding Book and Cover... 
Zena... Catskill... 

Velvetone ...Softone... 


Esopus Tints... Esopus Postcard 


OFFSET-LITHO 


Hi-Arts Litho C.1S.... 

Zenagloss Offset C.2S. Book and Cover... 
Lithogloss C.1S. ... Catskill Litho C.1S.... 
Catskill Offset C.2S.... 

Esopus Postcard C.2S. 








Accent on Antiquity . . Alcoa 


Alcoa works with museums. . 


ads go after ceramics market 


By J. M. Reeves 


When your field research for advertising 
copy takes you to archeologists, collectors 
and college professors remote from industry 
and advertising . . your methods or your 
are 1. For Alcoa, it was 





campaig 
both. 





8 ALUMINUM is making a _ strong 
bid in the $3.5 billion ceramics mar- 
ket 

The idea is not to persuade ce- 
ramics manufacturers to make tea 
cups or bricks out of aluminum 
but to persuade these manufactur- 
ers to include alumina in such prod- 
ucts as a means of making them 
stronger and more resistant to 
chemical attack, heat and shock and 
to improve their dielectric strength, 
whiteness, sparkle and luster 

Alcoa Chemicals Division of the 
Aluminum Co. of America, Pitts- 
burgh, is running a campaign in 
promote 


business publications to 
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the idea. Alcoa’s strategy is to sell 
the quality idea first and to sell the 
product second and much more 
subtly. To do this, Alcoa evolved 
a copy theme playing up ceramics 
cultures 


achievements of ancient 


(which unwittingly used alumina 
to advantage) and sending the com- 
pany’s ad researchers to leading 
museums in the U. S. and Britain. 

Alcoa’s marketing problems and 
the methods of solution developed 
like this: 

Primarily a producer of alumi- 
num metal and metal products, Al- 
coa discovered early that it could 
profitably market and sell as chem- 
aluminas and _ fluorides 
the manufacture of 


icals_ the 
produced in 
aluminum. At first marketed by 
Aluminum Ore Co., a wholly-owned 
subsidiary of Aluminum Co. of 
America, these chemical products 
were placed under a separate divi- 
sion of Alcoa shortly after World 





i, 


Prsuisroric Porrery- 


hivat hemical, 


er’ 











War II. 
special chemical sales force of about 
Alcoa’s regular general 


They are now sold by a 


20 men. 
line salesmen are also qualified to 
sell chemical products, although the 
specialty men are generally con- 
tacted when technical problems are 


involved. 


Market Grows . . For ten or 20 
years aluminas (aluminum oxides) 
have been a factor in the great 
ceramic industry. Roughly esti- 
mated as a $3.5 billion market, the 
ceramic industry has been classified 
as the third largest in the country. 
It covers a wide list of products in- 
brick, | tile, 
porcelain, as well as 


cluding china, glass, 
glazes and 
refractory materials and 
Aluminas are known to 


impart certain valuable character- 


enamels, 
abrasives. 


istics to each of these products 
qualities like strength, stability, re- 
sistance to heat, etc. As a result of 
the ever more severe demands be- 
ing placed on ceramic products to- 
day, the market for Alcoa aluminas 
has become increasingly better with 
each passing year. 

However, alumina is in a some- 
what marketing 
Strictly speaking, it has no specific 
competition in certain applications 
because it alone has the qualities 
required for that use. Manufactur- 
ers are willing to pay its relatively 


curious position. 











Industrial Ad 
high price to obtain these qualities. 
On the other hand, where quality 
requirements are not so rigid, alu- 
mina is strongly competitive with 
silica, magnesia, carbides and a va- 
riety of flints, feldspars and clays, 
even though many 
cheaper than alumina. 

Moreover, ceramic manufacturers 


of these are 


are quite competitive and price con- 
scious, with a strong tendency to 
stick to proved practice and body 
formulation. But quality competi- 
tion is developing. Careful cost 
analysis, style innovations and im- 
compositions are in evi- 
So our problem and our 


proved 
dence. 
opportunity was first to sell a 
somewhat reluctant industry on 
product improvement and then to 
sell Alcoa alumina as the means 
of accomplishment. 

We realized the switch to alumi- 
nas would be a long range opera- 
tion. It would mean creating an 
interest and awareness of the need 
for better products among all ce- 
ramic people . . from the chairman 
of the board to the ceramic student 
still in school. We knew from ex- 
perience how difficult it was to 
arouse interest in alumina . . a fine, 
white powder which does not lend 
itself well to illustration and is not, 
in itself, exciting. So we tied the 
alumina story to something of gen- 
eral as well as industrial interest 


ntent. 





ges in ceramic trade pul 


Copy stresses m 


with high attention value. We 
decided to do this by telling the 
story of ceramics and its relation- 
ship to man through the ages, point- 
ing to the aluminas as today’s con- 
tribution to the ancient industry. 
Thus the current advertising pro- 
gram was born. 

Late last year the agency began 
its research into ceramic history. 
From a wealth of material we came 
up with 16 tentative milestones in 
the development of ceramics and 
civilization. These were made sub- 
jects of individual ads. They were 
scheduled, roughly in chronological 
order, to appear monthly in the 
ceramic trade American 
Ceramic Seciety Bulletin, Ceramic 
Industry and Glass Industry. From 
time to time, ads have been sched- 


papers: 


uled in general business and tech- 
nical management publications 
Business Week, Scientific American. 
U.S. News .. to reach the top man- 
agement level of the industry. 


Academic Assist . . The agency’s 
copy research included communica- 
tion with leading museums, arche- 
ologists, ceramists and professors 
who cooperated generously. The list 
of these persons and institutions in- 
cluded Carnegie Institute, Pitts- 
burgh; Oriental Institute, Univer- 
sity of Chicago; Metropolitan Mu- 
seum of Art, New York; University 


Museum, Philadelphia; the Greek 
ambassador to the U.S.; the British 
Museum, London; National Muse- 
um, Athens; Toledo Museum of Art; 
British Information Services, New 
York; Philadelphia Museum of Art; 
Victoria & Albert Museum, London; 
Josiah Wedgwood & Sons, New 
York; and several U.S. Government 
agencies. 

Each ad in the series features an 
cultural ad- 


historical period of 


vancement with emphasis on _ its 
ceramic development. Illustrations 
include typical or outstanding ce- 
ramic wares of that culture. The 
pieces shown are actually from mu- 
seums or private collections. 

Chemical Sales Manager H. P. 
Bonebrake believed that ceramists 
would be interested in a chemical 
analysis of the various ceramic 
wares discussed in each ad. Re- 
search proved that very little had 
ever been done on this subject. 
Here Alcoa could make a definite 
contribution to ceramic knowledge. 
And offering such analyses in each 
ad will provide a gage, through in- 
quiry requests, of the effectiveness 
of the campaign. 

We checked several museums and 
learned that they would offer sam- 
ples of ancient ceramic work for 
such chemical analyses but would 
withhold samples of some of the 
rarer and more valuable pieces. But 
when we started in earnest, the re- 
Thus 


far we have been able to secure 


sponse was overwhelming 
samples from every cultural period 
covered in the ads, including 8,000- 
year-old Neolithic 
(the earliest known to exist), 4,000- 
year-old Babylonian building bricks, 
Venetian glass and modern Wedg- 


pottery sherds 


wood. Every piece tested is thor- 
oughly authenticated by the donat- 
ing organization. Alcoa published 
this information and a brief history, 
in addition to the analysis in leaf- 
lets that are mailed to ad readers 
on request. 
Conducting these analyses, the 
Alcoa Research 
New Kensington made a discovery: 


Laboratories at 


all the early ceramic wares were 
high in alumina content! This was, 
of course, a coincidence since 
alumina as such was unknown in 
ancient times. Yet by chance or by 
experimentation with natural clays, 
man’s finest ceramic products con- 


sontinued on page 18 
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3 catalog services 


fo help you make your 
products easier fo buy 


design 
plan, 
organization, 
dummies 


production 


drawings, photos, 
engravings, type, or 
printing and binding 


; 
~~ 


distribution 
individually by mail 


pre-filed 


/ 
j 


You can order these catalog design, production, or distribution 


services separately, or in any combination, as your needs require. 


Do you really know what these Sweet’s services 
are doing to help hundreds of manufacturers 
make their products easier to buy? 

Our Design Service for example, offers a great 
deal more than just good catalog format. Sweet’s 
consultants and technical copywriters work with 
industrial marketing men to help them organize 
their product information so that each catalog 


will be really useful to the specific buying group 
for which it is designed. 

Our draftsmen and artists design formats and 
develop illustrative techniques that give the cata- 
log great utility, yet preserve individuality. 

Between them, the Sweet’s team does a design 
job that can materially improve a manufacturer’s 
order-getting efficiency in each of his markets. 


Sweet's Catalog Service 


designers, producers and distributors of manufacturers’ market-specialized catalog 


DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40TH STREET, NEW YORK 18, NEW YORK 








Sweet’s can help you 
with any part 
of your catalog job 


Sweet’s serves manufacturers whose products are 
bought in five separate markets. 


Sweet’s is in the business of helping industrial marketers 
put the right product information in the right forms so as 
to get it used the way they want it used by the different 
groups of buyers that comprise these five manufacturing 
and construction markets: 


You may order these services sepa- 
rately, or in any combination. 


(desisn) 


Sweet’s design department is staffed by ex- 
perienced consultants, technical copywrit- 
ers, draftsmen and artists. Your individual 
requirements, whatever they may be, re- 
ceive individual treatment by men specially 
trained for this work. 

plan—consultation and analysis of prod- 
ucts and markets; determination of cata- 
log’s objective, scope, content and distribu- 
tion. 

rough dummies — outline of content and 
format. 

finished dummies — complete content and 
format specifications, ready for production. 


* plant engineering 

2 product engineering 
e] general building 

a industrial construction 
e light construction 


Whether you're interested in all five markets, or only one 
—whether it’s Designing, or Producing or Distributing 
your market-specialized catalogs—if extra expert hands 
might help lighten your load—call your nearest Sweet’s 
representative. 

New York 18—119 West 40th Street—LOngacre 3-0700 
Boston 16—31 St. James Avenue—HAncock 6-0700 

Buffalo 2—70 Niagara Street-—CLeveland 8200 

Chicago 54—700 Merchandise Mart—WHitehall 4-4400 
Cincinnati 2—American Building—GArfield 2800 

Cleveland 15—1422 Euclid Avenue—CHerry 1-7256 

Detroit 26—548 Free Press Building—WOodward 1-2745 
Los Angeles 17—1709 West 8th Street—DUnkirk 3-1177 
Philadelphia 7—1321 Arch Street—LOcust 7-4326 

Pittsburgh 19—411 Seventh Avenue—ATlantic 1-8220 

St. Louis 1—721 Olive Street—CHestnut 7388 
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Because of the great number of manufac- 
turers’ catalogs handled, Sweet's can offer 
the economies of quantity production with 
no sacrifice of quality. 

Sweet's will take complete charge of the 
execution of orders for any or all of the 
following: drawings and photographs, en- 
gravings, type composition, electrotypes, 
printing and binding. 


(distribution) 


Sweet’s services are available for either of 
two types of catalog distribution—individ- 
ual or pre-filed— to selected organizations 
and individuals representing the bulk of 
buying power in the construction or manu- 
facturing fields. 

1. individual distribution — by purchase of 
accurate lists compiled by Sweet's or by us- 
ing Sweet's mailing facilities. 

2. pre-filed distribution — by having your 
catalog filed permanently in bound and in- 
dexed collections of manufacturers’ cata- 
logs. This method has the advantage of 
keeping your catalog instantly accessible at 
all times in prospective buyers’ offices. 


warket-specialized 
@ FREE. This booklet describes 
Se how Sweet's services help man- 
ufacturers improve the effec- 


tiveness of their catalogs. 
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COLUMBIA SOUTHERN 
CHEMICAL CORPORATION 








Specialties . . 


Columbia campaign boosts 


buyer recognition of new name 


Cover Story 


® WHEN AN OLD, established com 
pany makes a change in its name 
when its district offices report as 
a 30°, turnover in its con- 
when widespread indus- 
trial exXpansion is causing many 
companies to seek new sources of 
supply when its own basic pro- 
duction is broadening to include 
certain specialties then there is 
the need for a close examination of 
its advertising program 
is the situation that faced 
Columbia-Southern Chemical Corp., 
Pittsburgh 
longtime leader in the production 


of chiorine 


about a year ago. A 


caustic soda, soda ash 
and other related chemicals, Colum- 
bia-Southern and its predecessor 
companies had always been users of 
substantial space in business pub- 
lications. Its management continues 
to regard this coverage as being 


f 


necessary to reach all of the buying 


78 / 


ences in its basic industrial 
<ets, such as chemicals, glass, 
textiles, paper But, a year ago, it 
came to the conclusion that it 
should increase its advertising pro- 
gram to broaden this coverage, and 
with particular emphasis on reach- 
ing the business executives who 
play so prominent a part In deter- 
mining the selection of major 
sources of supply 
As a result of this decision, Busi- 
ness Week was selected to carry a 
series of two-color advertisements 
on a 13-time schedule beginning 
last January 
In selecting copy themes, both 


James C. Plunkett, 


Southern’s advertising manager, and 


Columbia- 
the agency handling the account, 
Ketchum, MacLeod & Grove, Pitts- 
burgh, were aware of a problem: 
management executives aren't al- 


ways chemists. Like many indus- 


irial products, alkalies are required 
in such large volume and in so 
. for the most part 
that their use has 


many industries . 
in processing 
become commonplace. The ultimate 
consumer of the products in which 
alkalies play such vital roles knows 
little, if anything, about these es- 
sential industrial chemicals. In spite 
of this, the advertising crew agreed 
that facts about the company, its 
products and their uses could be 
given a dramatic and provocative 
treatment that would arouse inter- 
est 

Although the prime purpose of 
the series is to establish the new 
name, and to maintain and expand 
recognition of Columbia-Southern 
as a major producer in its field, the 
opportunity of selling specific prod- 
ucts was not overlooked . . particu- 
larly the newer chemical specialties 
that the company is producing. Most 
of the ads in the series have been 
designed around a development or 
a service or a use or a process in- 
volving a product or products. 

For example, “The Chemical that 
Hates Ice” tells about calcium chlo- 
ride Another ad discusses the 
great increases in chlorine produc- 
tion. The exceptions have been 
hose which presented plant loca- 


“We Pipe Brine 


tions and services. 











BUS): sakes a skilifat team to design a cbenienl ptant.© 


In planning the design and construction of these units, 
combined effort is required from a team oe 


. 
Rie 





we aeeechee CONSTRUCTION 
OPERATING PERSONNEL 
- DESIGN ‘ 
«++ 8o that their total knowledge and experience a yu 
will be reflected in the new plant. 


Du Pont one of America’s best known chemical manu- 
facturers, recognizes the importance of the team approach 
to the success of modern industry. This message was dis- 
played with an exhibit of model scale plants in the main 
lobby of the Du Pont Building at Wilmington, Del. 


The balanced editorial work- __ neers in each of the 7 buying and 
material of I&EC serves every specifying groups—all of which 
member of the team—in produc- must be sold: officials, works ex- 
tion, design, research, develop- ecutives, supervisors, engineers, 
ment, and management. The research directors, chemists and 


balanced circulation of I&EC consultants. That’s why . . . 


reaches these chemists and engi- 


I&EC’s Audience is the Greatest Concentration of Buying Power in 


the Chemical and Process Industries. 


Du Pont’s new Camden, S. C. plant, where 
"“Orlon” acrylic fiber is being made 
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editorially 


Tell ‘Em and Sell ‘Em 
® We recently had an opportunity to sit in on a 
panel discussion by buyers of materials handling 
equipment, during which these industiial execu- 
tives, addressing themselves to manufacturers in 
this field, told what was wrong with the advertis- 
ing of materials handling equipment now appear- 
ing in the industrial press 

The panel, which was arranged by Modern 
Materials Handling, business paper covering this 
field, made it clear that advertising of this type of 
equipment has a very large element of inherent 
reader interest. It is well known to industrial 
advertisers that readership depends largely on 
whether the product is one in which buyers have 
a substantial degree of interest, based on the im- 
portance of the product to them 

Thus materials handling equipment advertising 
starts out with the enormous advantage that 
readers are keenly interested in the product 
But the readers of the ads who composed this 
panel were very frank in saying that most of the 
copy on this subject which they see does not give 
them sufficient details. This is particularly true 
of new items introduced to the market, regarding 
which the field is hungry to have complete tech- 
nical data 

Now it may be argued, from the standpoint of 
the advertising manager and copy writer, that 
the reason this is true is that the purpose of the 
ads is not to disseminate complete information, 
but only to whet interest to the point of inducing 
an inquiry, so that the manufacturer can follow 
up the lead and close the order. This argument 
is valid to a limited extent, but it is evident that 
if advertising is not informative to the point that 
the reader feels that he has been given the es- 
sential facts he hopes to find when he reads the 
advertisement, it may fail of its purpose on all 
counts 

Certainly the buyer wants enough information 
so that he will have a good idea as to whether 
the equipment described will assist him in solving 
his own special problems of handling materials 
If it does, he may reach for a phone and call the 
nearest sales office listed in the advertisement If 
it leaves him too far up in the air, the chances are 
that the ad will turn out to be a dud nothing 
happens 

The comments at this session of buyers made 
us feel that the Copy Chasers, whose “OK as 
Inserted” department of copy criticism in IM has 
been preaching for years the necessity of provid- 
ing factual information in industrial advertise- 


ments, are very much on the right track. This 


speakinc 





is what buyers want when they devote their time 
to reading ads and when the information is too 
sketchy to give them essential information, it dis- 
appoints and discourages them. 

If advertising is salesmanship in print, as most 
people believe it is, telling is the first step in 


, 
selling 


Training the Salesmen 

s Another basis of frank criticism by buyers of 
materials handling equipment mentioned at the 
panel session referred to in the above editorial 
was the kind of sales service provided by repre- 
sentatives of the manufacturers who call on those 
responsible for this function, and authorized to 
purchase equipment of this type. 

Most of the buyers said that too few salesmen 
are adequately informed about their products and 
their applications to materials handling problems. 
Either they don’t know, the buyers said, or they 
attempt to answer questions without having ac- 
curate information. The result is that prospects 
lose confidence in salesmen, and hesitate to buy 
without getting engineering information from 
other sources 

It is of course true that sales engineers are the 
ideal representatives of manufacturers of equip- 
ment the installation and application of which 
involve engineering considerations But since 
many products of this kind are sold through 
manufacturers’ agents or by salesmen who have 
not been educated as engineers, it is obvious that 
the job of sales training needs to be carried much 
further in order to be most effective in satisfying 
the needs of the customer. 

Incidentally, one materials handling equipment 
buyer expressed an opinion which has consider- 
able significance to marketers of industrial prod- 
ucts of all kinds 


who call on him appear to be much more inter- 


He said that many salesmen 


ested in getting the order than in rendering serv- 
ice. And it just happens to be a fact that the best 
way to sell is by giving the right kind of service 
to buyers, and that salesmen sincerely interested 
in seeing that the customer gets the right product 
for his particular needs have very little trouble 
in getting business. Being selfishly interested in 
selling is fine, but if it is accompanied by lack of 
interest in selling the right product for the job at 
hand, #t becomes a one-sided attitude that is high- 
ly unprofitable in the long run 

Training salesmen so that they know and 
understand their products in terms of customers’ 
interests and requirements is a big job .. and a 


never-ending one 








You'd hardly even try to make a sales call here! But these old homes 
recently vanished to make way for the vast new steel mill addition 

shown below near downtown Pittsburgh, and 70 million dollars are being 
spent for equipment, supplies and services. Have you noticed the same thing 
is happening all over Metalworking America? Every week new plants 

are replacing barren fields and old houses. Every week new buying capacity— 
hungry for the products you sell—is being added to the 
hundred-billion-dollar metalworking market. Isn't it time to set your 
metalworking sales goals higher? And isn’t it time to take a new look 

at the one publication that is keeping pace with Metalworking’s 
phenomenal growth? STEEL, through its complete census department, 

is able to locate, measure and cover this new market as it grows. 

Ask the man from STEEL for the latest facts. He can help you cash in on 
the expanding sales opportunity ahead. 


STEEL + Penton Building +» Cleveland 13, Ohio 
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The magazine of the men who manage, operate and buy for ~ the Metalworking industry 
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Rae Industry’s “Workhorse” 
Sug Gua Invites Advertisers 
Into Its 60th Edition 


Next year, the 60th consecutive annual edition 
of MacRae’s Blue Book will again produce top- 
quality inquiries for the thousands of adver- 
tisers who will describe their products in this 
most-favored, most accessible of industrial di- 

rectories. Shouldn't you have the details 


of its pulling power? 


This handy address directory, at left, 
sent free to all recipients of the current 
edition of MacRae’s Blue Book, has 


been received with enthusiasm. 


For single copy costs and 
advertising rates, write: 


MacRae’s Blue Book, 
18 East Huron St., 
Chicago I], Illinois. 


America’s Greatest Buying Guide 








Ten ways to improve returns 


on mailed questionnaires 


A mailed questionnaire that doesn’t pull 
can do more than fail in its objective . . 
it can downright gonize respondents 
your potential customers. Here are meth- 
ods to help you avoid such complica- 


tions . . help you pile up those returns. 








@® INDUSTRIAL RESEARCHERS are wary 
of the mailed questionnaire as a 
means of gathering information. 
Low percentage of return is the 
chief reason. They doubt whether 
the few responses that come in are 
representative of the large group 
that didn’t bother to answer. 

Obviously, if you can increase re- 
turns to a relatively high proportion 
of the total..say 40% ..you reduce 
the area of doubt. And through 
sound, logical preparation of ques- 
tionnaires, that high level of re- 
sponse can be reached . . and with- 
out benefit of the brand new dollar 
bills that some organizations have 
offered respondents to “buy them- 
selves cigars.” 

Mailed questionnaires, of course, 
cannot be a researcher’s only source 
of information. Usually a good ex- 
ecutive interviewer is required. But 
there are times when a _ properly 
prepared questionnaire will do the 
whole job. And sometimes it can 
be used to bring in those hard-to- 
reach respondents necessary to 
round out a sample that is covered 
primarily by interviewers. 

These are the steps which, our 
tests have shown, increase returns. 


Find out if the information 
1. can be obtained elsewhere 


If there is one thing that will kill 
a return faster than anything else 
it is having your respondent say to 
himself, “Why didn’t that dope get 


the published report of. . .” The 
number of facts that still escapes 
us is great . . but the facts that have 
already been recorded and are ours 
for the searching are also numer- 
ous. Your first step should be to 
search every possible source for the 
information you want. You may be 
able to find published data that is 
more reliable than you could get by 
questionnaire. If it is available you 
have no right to bother your public 
for it. 


Ask questions in the right 
a technical or trade lingo 


Have someone prepare the ques- 
tionnaire who has as much informa- 
tion on the subject being investi- 
gated as have typical respondents. 
That will insure using the proper 
phrases, units of measure, and tech- 
nical or trade jargon. Your re- 
spondent will know immediately 
what you are talking about. 


Pre-test the questionnaire 
3. with personal interviews 


Test your mailed questionnaire 
not by mailing it but by taking it in 
person to typical respondents. Then 
watch them fill it out. 

The best questionnaire drafter, 
we fear, will suffer some humility 
as he sits across from a representa- 
tive member of the group he pro- 
poses to survey. Every time the 
man stops and says, “Now what do 
you want here, this . . . or this?” 
you realize your shortcomings. 

In a typical questionnaire of any 
length or any complexity, questions 
like that will come up . . even after 
painstaking drafting by someone 
familiar with the field being investi- 
gated. For every single question 
such men ask, you can comfort 


By Ken M. Davee 
Davee, Kohnlein & Keating, 


Chicag 


yourself that the return on your 
questionnaire has increased a few 
additional percentage points. 

We are convinced that many a 
questionnaire is thrown aside, not 
because the respondent doesn’t have 
the time or the inclination to help 
you, but because you make his job 
too tough for him. You ask for a 
figure that his bookkeeping system 
does not give him; but he has an- 
other one that is just as good for 
your purpose. You puzzle him with 
a term that isn’t familiar to him. 
You ask for gallons and he buys in 
barrels. You ask for continuous 
horsepower and he looks at his 
specification sheet and it gives two 
other classifications. So he throws 
it away . . it’s just another question- 
naire, anyway, and those fellows 
don’t really understand what they 
want. 

Get those bugs out of your form 
by having typical respondents 
two or three of each type who will 
get the form . . fill it out in front 
of you, asking you the questions 
that puzzle them. 


Set up the question form 
4. so it’s easy to fill in 


Get your advertising manager or 
your printing buyer to help you. 

You will find considerable discus- 
sion in the research literature on 
the advantages and disadvantages 
of a check-list of possible answers 
vs. an open-end question (where 
the respondent is free to choose his 
own answer without the suggestion 
of several possibilities). We ran a 
test on one type of industrial prod- 
uct to find out whether you got a 
different answer with a check-list 
of brand names than without one. 
We found that on a sample of 200 
returns each way, the first four 
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Abbott Ball Co. 

Aldridge industrial Oils, Inc. 
Almco Div., Queen Stove Works 
Alvey-Ferguson Co. 

American Foundrymen's Society 
American Metaseal Corp. 
American Non-Gran Bronze Co. 
American Roller Die Corp. 
American Tank & Fabricating Co. 
Fred C. Archer, inc. 
ee ee 


Babcock & Wilcox Co. | 
Baird Associates, Inc. 
ee oe 
Barber-Colman Co. 
Bart-Messing Corp. 
Bellevue Industrial Furnace Co. 
Belmont Smelting & Refining Works, Inc. 
W. S. Bidle Co. 

Birmingham Committee of 100 

Bloom Engineering Co., Inc. 

Boder Scientific Co. 
CU a 

C. A. Brinkmann & Co. 

Burling Instrument Co. 


Burrell Corp. 


Case Hardening Service Co. 
Casting Engineers, Inc. 
Cleveland Crane & Engineering Co. 
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NEW ADVERTISERS 


Cleveland Electric Laboratories Co. 
Cleveland Metal Abrasive Co. 
Commercial Steel Treating Corp. 


C. A. Dahlin Co. 

Daniels Plating Barrel & Supply Co. 

Darwin & Milner, Inc. 

Dempsey Industrial Furnace Corp. 

Detrex Corp. 

Detroit Electric Furnace Div. 

Detroit Testing Machine Co. 

J. W. Dice Co. 

Diversey Corp. 

Drever Co., Heat Treating Div. 

E. I. du Pont de Nemours & Co., Inc., 
Polychemicals Div. 
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Ekstrand & Tholand, Inc. 
_Engineered Precision Casting Co. 
Erb & Gray 

Erico Products, Inc. 

John Evans’ Sons, Inc. 


Fahralloy Co. 
Flinn & Dreffein Engineering Co. 
Foote Mineral Co. 


Gas Appliance Service, Inc. 
Gas Machinery Co. 
General Electric Co. 
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General Electric Co., X-Ray Dept. 
Globe Stamping Div., Hupp. 
Grieve Hendry Co., Inc. 


W. J. Hacker & Co., Inc. 
Hangsterfer's Laboratories, Inc. 
Hays Corp. 

H & H Tube & Mfg. Co. 
Himmel Bros. Co. 

Hooker Electrochemical Co. 
Hoover Co., Die Casting Div. 


Industrial Heating Equipment Co. 
Industrial Systems Co. 


S. C. Johnson & Son, inc. 


Kasenit Co. 
Kennametal, Inc. 
Kent Cliff Laboratories 


L R Heat Treating Co. 
a es 
LaSalle Steel Co. 

Leake Stamping Co. 

Lebanon Steel Foundry 
Lindberg Steel Treating Co. 
Little Falls Alloys, Inc. 
Livingstone Engineering Co. 
Lucas-Milhaupt Engineering Co. 
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Magnethermic Corp. 

Magnetic Analysis Corp. 

R. C. Mahon Co. 

Maurath, Inc. 

Medart Co. 

Meriam Instrument Co. 
Metallizing Co. of America 
Midland Industrial Finishes Co. 
Midvale Co. ; 
Morrison Engineering Co. 


Murray-Way Corp. 


National Metal Abrasives Co. 

National Rack Co., Inc. 

National Spectrographic Laboratories, 
Inc. 

North American Mfg. Co. 

Nox-Rust Chemical Corp. 


Ohio Seamless Tube Co. 
Opplem Co. 
Osborn Mfg. Co. 


Parker Rust Proof Co. 

Pearson Industrial Steel Treating Co. 
Penn Brass & Copper Co. 

Pereny Equipment Co. 

Peters-Dalton, Inc. 

E. W. Pike & Co. 

Pittsburgh Commercial Heat Treating Co. 
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L PROGRE 


Pittsburgh Tube Co. 
Polyplastex International, Inc. 
A. R. Purdy Co., Inc. 


Ra-Diant Heat Refractory Sales Co. 
Raybestos-Manhattan, Inc. 
Reliable Steel Co. 

Arklay S. Richards Co., Inc. 
Rigidized Metals Corp. 


Sargeant & Wilbur, Inc. 





Al der S$ ders & Co. 
C. U. Scott & Son, Inc. 
Seal-Peel, Inc. 


Selas Corp. of America 

Sherman Industrial Electronics Co. 
Sivyer Steel Casting Co. 

Solventol Chemical Products, Inc.. 
Sonken-Galamba Corp. 

Sperry Products, Inc. 

Standard Alloy Co. 

Standard American Engineering Co. 
Standard Steel Tretting Co. 

Sun Oil Co. 

Sylvania Electric Products, Inc. - 
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Topper Equipment Co. 
Sam Tour & Co., Inc. 


United Chromium, Inc. 

United Engineering & Foundry Co. 
U. S. Testing Co., Inc. 

Upton Electric Furnace Co. 
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Vacuum Metals Corp. 
Vincent Steel Process Co. 


Wagner Mfg. Co. 
Waltz Furnace Co. 
Webber Appliance Co., Inc. 
Westinghouse Electric Corp., X-Ray Div. 
Westinghouse Electric Corp., 

Induction Heating Div. 
Weston Electrical Instrument Corp. 
White Metal Rolling & Stamping Corp. 


Ziv Steel & Wire Co. 


aA new advertisers used 
Metal Progress to sell 
the giant metalworking market. 


They used it to reach 20,000 Metals Engi- 
neers who, because of their specialized 
knowledge of metals, have BUYING IN- 
FLUENCE—recommending one type of metal 
or equipment over another, praising or 
condemning a source according to their 
knowledge and experience. 
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brands were ranked identically. 
And we found something that was 
just as significant: We got almost 
one-third more returns from those 
that had a check list! 

This was an extreme case, 
haps. The questionnaire was a long 
one, with eight principal questions 
and a few breakdowns. But that 
additional third taught us to use 
checklists whenever the answers 
would not be biased by using it. 

How do you find out? Test it 
both ways . . that is the only way 
to be sure. But for a third greater 
return you can afford it, providing, 
of course, that the deadline is a lit- 
tle farther ahead than “yesterday.” 


per- 


Tell why it’s important 
5 + to get the information 


You have already passed one test 
of importance if you have followed 
the first step . . making certain that 
the information isn’t already avail- 
able. If it is not available, you 
might tell the reader so. He may 
even be interested in the answer 
himself. If you think he will be, 
you will increase your return by 
offering him a copy of the results. 

Begin your letter with: “We need 
your help” or some similar request 
for his assistance. Then tell him 
why, and make it brief. Here is the 
opening paragraph of one successful 
questionnaire letter: 

“Will you help us, please, with 
some information on cargo heaters 
for trucks and trailers? Our client 
makes such heaters. He wants to 
know (a) what type of heater is in 
most demand, and (b) how and 
where he should sell them 

Don’t be afraid to tell him that 
you've consulted the head of his 
trade association only to find that 
this information isn’t available, if 
you have. Let him know you had 
to come to him, and only he can 
help you. Most of us are reluctant, 
perhaps, but tolerant when 
someone else needs a helping hand 


souls 


Tell why it's important 
6. for each reader to answer 


Explain to the reader why it is 
important that he should 
Again, the perfectly honest explana- 
tion is the only one that will ring 
true and bring you back the replies 


reply 
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Dott be left out 
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you need. One of our recent ques- 
tionnaire letters in which the return 
from truck dealers exceeded 30% 
was worded: 

“Your name was picked to repre- 
sent a group of dealers in your area. 
Without reply there will be 
one group inadequately represented 


your 


in the returns.” 

We have even been specific and 
told respondents in some cases ex- 
actly how many similar people in 
area, also identified, 
reply will represent. Maybe 


but we not only 


their specific 
their 
this sounds corny, 
get replies . . we get suggestions 
to include Joe Jones, as well, be- 
cause he is typical of the small pro- 
ducers in this. particular area 
whereas the respondent represents 


the large producers 


If you're in a hurry, 
, say so. . tell why 


Whenever 
obtaining an immediate reply, tell 
again, give 
him an honest explanation. 


there is urgency for 


the respondent so and, 


A paragraph we used in a recent 
letter: 

“There is some urgency in our 
client's plans. He wants to know 
how the recent ICC ruling (see 
question 10) is going to affect his 


business. Consequently, air mail 
postage is used to speed up your 
return.” 


8 Use real air mail stamps 
+ Om your return envelopes 


A six-cent stamp not only brings 
the replies rapidly enough for you 
to meet your deadline, it increases 
the return. But in any case, keep 
the reply envelopes out of your 
postage machine. It takes a real 
stamp to get the most returns. 


9 Use a postcard follow-up 
- to urge participation 


Repeat the reason why you have 
to have his questionnaire returned. 

At the time you address your 
original envelopes you may want to 
address a follow-up card to every 
addressee. The follow-up card 
should restate the reason why the 
respondent should return his ques- 
tionnaire. And the card should of- 
fer to send another questionnaire 
in case his copy inadvertently has 
gone astray. 

You will be surprised how many 
requests you will receive from those 
who have thrown them away. You 
get naive explanations such as “I 
thought this was just another sur- 
vey. I didn’t know it was impor- 
tant. .” If more people insisted on 
replies, perhaps the returns would 
increase substantially. 


10. 


Request those who might elim- 
inate themselves from the survey . . 
because they do not use the prod- 
uct, or sell it, or have limited in- 
formation on it . . to return their 
questionnaire, anyway. This point 
is usually neglected but it is impor- 
tant not only in increasing your re- 
turn but in making it truly repre- 
sentative. In the cargo heater let- 
ter, we handled this matter in the 
postscript: 

“Please return the form even 
though you use no cargo heaters. 
It is as important to know what 
class of truck owners are not pros- 
pects as it is to know which ones 
are. Thank you.” 

One final word. 
a report, send one. 


Ask all to return forms, 
even those not filled in 


If you promise 











Surest way to sell more 
Chemical Process Equipment! 


ipment manufacturers—ad- 


& ENGINEERING NEWS 



































By consistent advertising in CHEMICAL ORE woe Be regeores dep pe = any monthly—four times that 
& ENGINEERING NEWS — the only pub- 
lication with a BIG enough circulation 
to blanket and penetrate-in-depth, all seven 


vital buying groups in the Chemical & delivers the largest audience at lowest cost per thousand of any 
publication directed to the Chemical and Process Industries. 


industrial circulation is 65% greater than any competing 
magazine. 


Process Industries. 
Since 1947, chemical process equipment manufacturers have 
more than tripled their advertising pages in CHEMICAL & 
ENGINEERING NEWS. Proof that they agree... 


CHEMICAL & ENGINEERING NEWS’ 73,361 circulation — 
every Monday — blankets and penetrates-in-depth, all seven key 
groups who make up the equipment buying teams in the Chemical 


World. 
Ask your Reinhold Representative for complete details. 


Newsmagazine of the Chemical World Since 1923 


An 

AMERICAN CHEMICAL SOCIETY PUBLICATION 
Advertising Management: 

REINHOLD PUBLISHING CORPORATION 

330 West 42nd Street, New York 36, N.Y. 


CHICAGO 
CLEVELAND 

SAN FRANCISCO 
LOS ANGELES 
SEATTLE 

DALLAS 

DENVER 
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To aid the men who are investing adver- 
tising dollars to reach the construction 
field, the twelve Associated Construction 
Publications present this factual report. 


The figures graphically illustrate the power, 











influence, and value of these vital magae 
zines that cover the entire market. No 
other publications in this field can match 
these figures or can offer you more for 


your advertising dollar! 


23,412 contractors, 25,019 public officials, 1,627 material 
producers, 2,658 engineers — not arm-chair construction 
men, but the men who do the work and buy your 
products! More readers in the construction market than 
offered by any other construction paper. 


17,163 pages in one year by 175 well-known advertisers 
who have recognized and benefited from A.C.P. popue 
larity! 3,724 pages of dealer advertising alone! 


Includes 19 editors, 62 field editors and reporters, 47 
news editors, 38 photographers, plus 237 correspondents 
for blanket coverage of the news that appeals to readers 
— unequaled in any industry! 


2,180 pages of local job stories, 1,061 pages of new equip- 
ment and literature news, 12,008 pages of bid informa- 
tion — the data that construction men depend on! 














T0 
ADVERTISERS © 
ORL: 


CONSTRUCTION 
INDUSTRY 


Figures compiled from publication records for one 
year ending June 30, 1952. 
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19,796  ieitonn 


Pick all 12 ACP Pp 


‘ ublicati 
coverage of the const cations for blanket 


select the on Tuction market 


c es you w 

: territory, C ot 
writin G » without obligati 

er anny L. Anderson, Sec’y, 1022 L, Y 

8€ Bldg., Minneapolis l, Minn, 
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Construction Bulletin _ 
Minneapolis 1, Minn. 


Fey mr 


Construction Digest 
Indianapolis 6, Ind. 


Constructioneer 
South Orange, N. J. 


Construction 
News Monthly «% 


Construction News 


Monthly 
Little Rock, Ark. 


“M ichigan Contractor 


and Bu rT 
Detroit 26, Mi 


est Contractor 
Kansas City 13, Mo. 


Mississippi Valley 
‘ontractor 
St. Louis 6, Mo. 


New England 
Construction ‘ 
Boston 16, Mass. 


Southwest Builder 
and Contractor 
Los Angeles 26, Calif. 








When to use manufacturers’ agents 


ed 





6. Direct contact with buyers 


more difficult The manufacture 
normally desires to be as closely 
associated with buyers as possible 
A sound marketing plan begins with 
a consumer or user and is based 


When 


a manufacturer uses an agent sales 


upon his needs and desires 


force, he removes himself one more 
More dif- 
ficulty is then experienced in close- 
market 
buying habits, and customer needs 


step from his customer 


ly observing conditions, 
or preferences 

Thus, the manufacturer faces lim- 
itations in the use of an agent sales 
force as well as receiving special 
benefits. Proper utilization of agents, 
then, depends upon the individual 
situation and conditions, and re- 
quires a balancing of the various 


factors involved 


Territories Varied . . Once you 
have decided to use manufacturers’ 
agents, how do you decide the size 
You can’t tell 
other 


of their territories? 
by looking at the size of 
agents’ territories, because there is 
very little uniformity of territory 
size among agents in the various in- 
dustries. Our case studies showed 
that agent territories ranged in size 
from one city to several states. The 
one constant was that such terri- 
tories are almost always handled on 
an exclusive basis. 

The studies showed that, in de- 
ciding the size of a territory, you 
should consider these factors: 

1. Type of product . . The nature 
of the product has a substantial in- 
fluence on the size of the agent’s 
territory. Simple, less technical 
products normally have smaller ter- 
ritories than more complex indus- 
trial equipment. The less technical 
product usually has a high sales 
turnover, many prospective custom- 
ers and repeat sales. The agent can 
presumably secure adequate sales 
opportunities in a small area. On 
the other hand, products with a 
slow rate of consumption and rela- 
tively few repeat sales require larg- 
er territories to enable the agent to 
have sufficient sales potential. In 
general, goods which are technical 
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in nature, involve long periods of 


negotiation, are infrequent of sale, 
or have poor seasonal character- 
istics, require large territories. 

2. Class of customers solicited 
The class of customers has an im- 
portant bearing on the size of ter- 
ritory. Agents principally solicit- 
ing wholesale establishments tend 
to have a larger territory than is 
true for those agents who are sell- 
ing at the retail level. The agent 
who sells to institutional or indus- 
trial users frequently has an even 
smaller territory than is true of 
agents selling principally to dealers. 
With the same number of calls, a 
wider area can be cultivated when 
wholesalers, as contrasted with re- 
tailers, are the principal class of 
customer solicited. 

3. Number of buyers .. The num- 
ber of buyers present in the given 
region influences the size of the ter- 
ritory covered by the manufactur- 
ers’ agent. This factor is also close- 
ly related to the class of customer 
solicited. It is generally true that 
the greater the number of buyers 


present in the agent’s territory, the 
smaller the area must be if ade- 


quate coverage is to be given. 

Before an effective territory can 
be established, the number of buy- 
ers or prospects and the interven- 
ing distances must be ascertained. 
The number of buyers available in 
a territory will, of course, differ by 
kind of business, by products, and 
by individual manufacturer. Never- 
theless, the density of the market is 
an important consideration in effec- 
tive territorial allocation. 

4. Frequency of calls . . The fre- 
quency of customer calls necessary 
to service the trade effectively is 
related to buyer density, the class of 
customer, and type of product. In 
drug items, for example, the agent 
must frequently cover his territory; 
in contrast, the agent distributing 
heavy industrial machinery knows 
that purchases are relatively infre- 
quent and that established accounts 
are only intermittent purchasers. In 
each case, calls must be made fre- 
quently enough to meet competition 
and to satisfy the needs of the cus- 


tomer without, at the same time, in- 
curring excessive selling costs. 

The frequency of customer calls 
should be carefully planned, as too 
many calls on customers mean ex- 
cessive selling expense with little 
profit, and too infrequent calls may 
result in a loss of customers. The 
aspect of the market thus affects the 
geographic sales area of the individ- 
ual agent establishment. 

5. Service . . If the agent is re- 
quired or expected to engage in ex- 
tensive nonselling activities, he 
tends to acquire a more restricted 
territory. The agent whose prin- 
cipal activity is entirely selling can 
cultivate a large area and call on a 
larger number of customers than is 
true of the agent who finds it ex- 
pedient to provide extensive serv- 
ices for the benefit of customers. 

Such services may include in- 
stallation, repair, maintenance, plan 
layouts, designs, blue prints, esti- 
mates, and followup activities. Such 
services increase the time spent per 
sales call and tend to decrease the 
territory which the agent can effec- 
tively cultivate. 

6. State of sales development of 
the product . . The stage of sales de- 
velopment of a product tends to 
have a considerable influence on the 
size of the territory granted by 
principal to agent. A company in 
the early stages of product accept- 
ance tends to grant larger terri- 
tories than is true when a strong 
existing demand for the product is 
present. 

When buyers are unfamiliar with 
the product, the agents require a 
larger territory with a greater num- 
ber of prospects to obtain a profit- 
able sales volume. In addition, the 
principal whose products are in the 
early stages of sales development is 
in a relatively weak position in 
negotiating with agents for a terri- 
tory. The agent may request a 
larger territory in return for assist- 
ing in the development of the prod- 
uct. The agent desires a large ter- 
ritory so that, if the product proves 
highly profitable, he will be in an 
advantageous position even though 
cultivation of the entire territory at 
the outset is not planned. 

As the products become more 
established, the territories granted 
tend to be reduced in size; a shift 





RAW MATERIALS 


SHEET METAL FABRICATING, 
MATERIALS HANDLING OR 
OTHER PLANT EQUIPMENT 


COMPONENTS OR 
CUSTOM-BUILT PARTS 


FINISHING MATERIALS, 
SERVICES OR EQUIPMENT 


























Striking in appearance, custom-built editorial serv- 
ice, attractively illustrated cover free of advertising. 
Appliance Manufacturer will be printed on 60 Ib. 
sterling enamel, staff-written with well-illustrated 
articles and departments. A BIG, “‘Life’”’ size maga- 
zine—a powerful medium for advertisers to the 
appliance manufacturing industry! 


BROAD IN SCOPE - DEEP IN PENETRATION tapping for the first time the high-volume appliance 


manufacturing industry én sts entirety. 


A FIVE BILLION-DOLLAR 
MARKET ... now available for the first time 


through one publication! The youngest, fastest mov- 
ing industry in the country has been in need of a 
publication like Appliance Manufacturer for a long 
time. Now this magazine will go to 15,000 men of 
decision in the business of making and selling elec- 


tric-, gas- and oil-appliances for the home. 


REACHES ALL DIVISIONS—DESIGNERS, ENGI- 
NEERS, DEPARTMENTAL USERS, MANAGEMENT 
APPROVERS AND PURCHASING AGENTS. 


A ry 
* 
one 


A HIGH VOLUME MARKET FOR RAW MATERIALS, COMPONENT 
PARTS, AND CUSTOM SUPPLIERS OF ALL KINDS. 


Check the appliances which use your product—see for your- 

self what a huge market you can now contact regularly through A 

Appliance Manufacturer: 

AIR CONDITIONERS, ROOM HOME FREEZERS ROASTERS M 

BROILERS HOTPLATES SHAVERS, ELECTRIC 

CLOCKS, ELECTRIC IRONING MACHINES SPACE HEATERS. 

CLOTHES DRYERS: IRONS ELECTRIC GAS - OIL 201 N.,WELLS STREET 
ELECTRIC - GAS KITCHEN CABINETS (METAL) TOASTERS, ELECTRIC 

COFFEE MAKERS KNIFE SHARPENERS, ELECTRIC VACUUM CLEANERS & FLOOR _ CHICAGO 6, ILLINOIS 

nomenon aes parecer hon coon First Issue January, 1953 

ELECTRIC BED COVERINGS MIXERS & BLENDERS WAFFLE IRONS & SANDWICH ae 

FANS, ELECTRIC OIL BURNERS GRILLS Deadline December |, 1953 

FOOD DISPOSAL UNITS RANGES & STOVES CREE. COTES Write NOW ee cee se 

FRYERS, DEEP FAT ELECTRIC - GAS - OIL WATER HEATERS: 

FURNACES, GAS & OIL REFRIGERATORS: ELECTRIC - GAS 

HEATING PADS ELECTRIC - GAS WATER SYSTEM6, DOMESTIC 
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mly EDITORIAL LEADERSHIP 
such outstanding LEADERSHIP 





EDITORIAL LEADERSHIP PLUS SUPERIOR “QUALITY-READER 


PUTMAN PUBLISHING 


Publishers of FOOD PROCESSING and CHEMICAL PROCESSING 


NEW YORK CLEVELAND DALLAS DETROIT ROCHESTER 
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% 


Can create 


mn “Quality-Reader’° RESPONSE 


CHEMICAL PROCESSING outproduces all other chemical 
magazines in ‘‘quality-reader’’ response from key manage- 


ment men. 
This 1s logical, for 


Editorial Excellence is the prime prerequisite before 
leadership in readership can be achieved . . . 


.and exceptional ‘‘quality-reader'’ response is 
impossible unless superior readership has been 
achieved. 

This basic formula...and this alone... builds 
superior advertising values. 


No ‘‘finely spun theory’’ can substitute for such 
“proof of readership through performance.”’ 


What is “best editorial”? Can you tell? 


If you judge magazines by their editorial 
content, you'll want to read these helpful 
“aids to advertisers” 


a. How to Buy Better EDITORIAL VALUES 

. a handbook of vital facts often 
“avoided’’ . . . digs deep into what 
top-flight industrial” buyers? actually 

gy . DO read, and why. L 
b. Audits of KNOWN Readership... not 
“readership study’’ reports, but actual 
audits of KNOWN ACTION of readers. 


Ask for either, or both, by name. No charge. 
Write address below. 
RESPONSE EQUALS SUPERIOR ADVERTISING VALUES scocescececesescccssseceeseeseeeees sees esses eesereeeeeee 

Creators of PUTMAN-STYLE Magazines 

C O M p A N Y . . «terse, vital editorial; “hand-picked” cir- 
culation; square, high-visibility format; quality 

2 readership; hence more READER ACTION 
111 East Delaware Place, Chicago 11 


LOS ANGELES PORTLAND SAN FRANCISCO ST. LOUIS ATLANTA 
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from an extensive to an intensive 
cultivation policy takes place. Prin- 
cipals who have acquired substan- 
tial product acceptance tend to re- 
strict the size cf territory and to 
pursue an intensive market cullti- 
vation polic 

7. Degree oj competition The 
size of the territory is aflected by 
the extent and intensity of com 
tion. If the territory is faced 
vigorous competition, it may be es- 
sential that the agent make frequent 
calls on customers and _ prospects 
Strongly 
conducive to small territories and 


When com- 


can b 4 


competitive markets ai 
intensive sales activity 
petition is weak, a territory 
enlarged and less frequent calls 
made without adversely aflecting the 
sales volume from each custome: 
Terri- 


tories are often established on the 


8. Political boundaries 


basis of political lines, such as city, 
county, or state. The wide use of 
such political boundaries is appar- 
ently the result of expediency. In 
establishing exclusive geographic 
areas, the use of such boundaries 
makes clear the limits of the terri- 
tory Since commerce and _ trade 
cross county and state boundaries 
as is exemplified by certain cities 
drawing trade from several states, 
sales territories probably should be 
custom made to reflect the inherent 
nature of trading zones. Political 
boundaries, if principally the reflec- 
tion of a ready-made territory, are 
not necessarily adaptable to effi- 
cient marketing. 

9. Trading areas Frequently 
agent territories are established on 
the basis of the trading area to be 
served. Trading areas appear to be 
used by companies engaged in the 
distribution of jobbing lines, such 
as foods and hardware. In the elec- 
tric housewares trade, for example, 
certain common trade areas have 
become established 

In selling to the jobbing trade, 
the use of the trading area appears 
to be particularly desirable for out- 
Where com- 


monly accepted trade areas are used 


lining the territories 
as the basis for establishing sales 
areas, agents appear to have mini- 
mum difficulty in securing uniform 
territories for the various manufac- 
turers whom they represent. 


10. Topographical conditions 
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Agents 


presence of mountains, lakes, rivers, 


territories vary due 
and other topographical character- 
istics. The distance between cities 
is also an imporiant factor in estab- 
In the south- 
States, for 


lishing the territory 
ern and southwestern 
example, the distance between ma- 
jor urban centers necessitates large 
territories as conirasted with the 
lensely populated eastern and mid- 
dle western states where population 
is concentrated and cities are clus- 
tered 

11. Other factors Other qual- 
itative factors which affect the de- 
termination of the specific territory 
or territories to be granted agents 
center around the strength, size, and 
location of the individual agent. Ap- 
parently the stronger, better estab- 
lished, and larger agents find it 
easier to acquire larger territories 
than other agents 

An agent who has had a long ex- 
perience in the trade, who has sev- 
eral salesmen in addition to him- 
self, who has developed a particular 
clientele of customers, and becomes 


noted as a volume distributor, may 


to the 


territorial concessions 
principal. Under 
conditions it appears that the agent 


well obtain 
from his these 
tends to beccme particularly valu- 
able to his client and, hence, in or- 
der to retain or obtain the par- 
ticular agent involved, the principal 
is willing to grant a larger territory 
than might otherwise be the case. 

On the other hand, principals ap- 
pear frequently reluctant to grant 
large territories to agents whose or- 
ganizations may not appear compe- 
tent to supply adequate coverage 
to the territory. In addition, ter- 
ritorial grants already made to oth- 
er agents and the principal’s policy 
as to intensive or extensive sales 
cultivation affect the size of the ter- 
ritory to be granted a particular 
agent. 

For example, some manufacturers 
introduced marketing pro- 
grams to develop smaller trade 
areas intensively, rather than at- 
tempt cultivation of a broad geo- 
graphic area from the outset. In 
contrast, other manufacturers de- 
sire almost immediate national rep- 
resentation and are willing to make 


have 


tinued on page 169 





Small testimonial ads sell 


paign, the company ran another full 


page in the three heating publica- 
headlining the new 


and continuing to 


tions, name, 
feature 
distributor tes.imonials. 

Finally, 
picturing the legendary Kilroy (or 
an artist’s conception of him) was 


a die-cut display card 


used to call attention to the new 
product in the distributor’s show- 
room. The company had used this 
device successfully in the past for 


introducing other new _ products 


Salesmen, who carried sample 


blowers with straps and_ handles 
for convenient handling, hung Kil- 
roy on the top edge as soon as they 
removed the blower from its pack- 
age. This usually brought a smile 
and a show of interest. Kilroy was 
in great demand among distributors. 

three 

totaled 11 of Viking’s an- 


nual unit sales of all types of blow- 


months unit sales of 


er-packages. This was four times 


the quota. The campaign also won 


honorable mention for Ad Manager 


Gould in the annual business pub- 
lication advertising competition of 
the TF Club of Cleveland. 





the PINT SIZE PACKAGE thot 
does @ FULL SIZE JOB! 


Nays sect Groen Rrargen: Viting Representam ve, 














tign was cli 


Wind-Up .. 


xed by full ¢ nmnouncing new name 





Data 
File 


Latest U.S. Statistics 
Latest Publication Data 


Just published — 24-page 
file-size folder with up-to- 
the-minute information to 
help you determine the sales 
potentials for your products 
in the huge Metalworking 
Industry. 


Mail handy coupon below 
for your copy 








PRODUCES Results FOR mines os 


Pn A RC TINO ALIN Pye NAEP Set te Cm 


Machine and Toot 
BL BOOK Scores of letters from manufacturers selling to the metalworking 


industry tell us their advertising in MACHINE and TOOL BLUE 
BOOK produces results. A recent independent readership study 
shows that 88° of the readers have bought products advertised 
in the BLUE BOOK, and that 92°% respond directly to BLUE BOOK 
advertisers. 








Here's a receptive, ready-made audience —a monthly reader- 
ship of 141,000 among metalworking's top administrative, 
= = engineering and production men. MACHINE and TOOL BLUE 
BOOK has the right combination for SALES — the right editorial 
38 000 ¥ formula directed to the right audience of buying executives. 
’ Copres Schedule a vigorous campaign in MACHINE and TOOL BLUE BOOK 
te Metalwerking for 1953 and see how it can help increase your sales. 


Executives 
i Clip and Mail Coupon for BLUE BOOK Data File 





MACHINE and TOOL BLUE BOOK 
Willow and Reber Sts., Wheaton, Ill. 


Please send me copy of your new 24-page DATA FILE on the 
Metalworking Industry and MACHINE and TOOL BLUE BOOK. 


@ Audited by CCA. 
@ Circulation verified by Western Union. 
@ More than 95% personalized. 


@ First pocket-size publication for the 
metalworking industry. 


@ Low cost. Produces results. 





Sales Tips from Industrial Pu rchasing Agents 


\ m ; than an ambassador ive every salesman a hearing, but 


of good will. He can valuable source ve prefer that they know why thev are 


of information, not only on his own prod calling on us, rather than just ‘dropping 
ucts, but on economic trends and market in. We expect salesmen to know our 
conditions both in his own field and in needs, and to have a clear idea of hov 
other industries he comes in contact witl their products fit into our requirements 
\ capable salesman will also sell his man To help them, we maintain in our ante 
wement on the merits and potentialities room a complete file of all our promotion 
of his customers, and use his influence ind catalog literature, so that they may 


to help them in times of need,” savs select pieces for study, or to take back to 
G I Zahnke, Purchasing \vent Wallace their own 
Jarnes Co., Division of Associated Spring red W. Frohn, Purchasing Agent, The 


Corporation, Bristol, Conn istol mpany, Waterbury, Conn 


company for analysis,” says 


ee 


Most industrial sales dollars come from 
old customers. Keeping customers sold 
should, therefore, be a principal objective 
of salesmen. Those who are keeping their 
existing customers sold recognize that real 
salesmanship covers a lot of ground. It 
comprises everything that contributes to 
the salabilitvy of the product, from the 
time the idea for it is conceived, right up 
to the time it is used up. Sell the steak, not 
the sizzle!,” says J. D. Hogg, Purchasing 
Agent, Cleveland Electric Illuminating 
( ompany, Cleveland, Ohio. 


41,000* readers of PURCHASING 
want buying facts. 


When you think of 


To do their job, industry’s PA’s must buy the right products, in the right 


quantities, at the right time and at the right price. The facts about your 


products and services — your selling tacts ire their buying facts. 


It’s sound advertising, just as it’s sound selling, to get yout product story 
to the men who do industry's buying. Make sure your advertising reaches 
them! Use PURCHASING 


the needs of industrial P.A’s 


the one national magazine edited to serve 


the one magazine they read regularly 
the basic magazine on any industrial advertising 


vy schedule! PURCHASING, 
208 Fast 42nd Street, New York 17, N. Y. Offices in Chicago, Cleveland, 


Dallas, Atlanta, Los Angeles. 


dased on survey, copy on request. 


The basic magazine on any 


selling...think of 
PURCHASING 


industrial advertising schedule! 





copy chasers 


pic 


as inserted 





ie 


Tomorrow’s advertising needs fresh approach 


® WE WERE preparing a_ business 
paper campaign for a brand new 
client. A bunch of guys were sit- 
ting around the room all talking at 
once. In really high class agencies 
this is called a “Plans Board Meet- 
ing.” With this shop it’s just get- 
ting out the work. 

A research man spoke up over 
the din, “Gotta show pictures of 
tank cars,” he says. “I know. I’ve 
looked at hundreds of ads in this 
field. They all show tank cars. 
Must be important to the customers 
Gotta show tank cars.” 

“Why do you gotta?” sneered one 
of the art men (who probably shud- 
dered at the very thought of tank 
cars). “By now every man in the 
market must know what a tank car 
looks like even if he never saw a 
railroad yard. Tank cars stink.” 

“The main thing,” interrupted a 
copywriter, “is to list all the product 
sizes and specifications. Evidently 
that’s what the reader wants to 
know. I see these as pretty straight, 
technical ads.” 

“Nuts to that,” said the copy chief. 
“You're just trying to get out of 
work. Sure, specs are important, 
but they’re a very subordinate part 
of the ad.” 

“From all the ads I’ve studied, the 
technical data is the main thing,” 
said the research man. “I can show 
you ad after ad. .” 

“So you want to take the same 
cookie cutter for this campaign,” 
answered the copy chief. “Over 
my dead body. If the answer is 
that easy then our new client doesn’t 
need us.” 

“It seems to me,” chimed the me- 
dia man, “that there’s a cancer in 
right to 


this business, eating it 


death. I mean the presumption that 
because ten companies are advertis- 
ing a certain kind of product the 
same way, the eleventh should too 
Nine of those outfits could be wrong 
Even ten.” 

“Well,” said the copywriter, “how 
about creating a trade character? 
Haven't seen any in this field, al- 
though I admit they're overworked 
for other products.” 

“Trade characters stink,” said the 
other art director. 
in ten thousand ever had the right 
to be born. And it costs a fortune 
to keep them alive.” 

“All right, you guys,” 
the copywriter. “Anybody can play 
hotshot and knock over ideas as 
fast as they're brought up. Let’s 
hear somebody say something con- 


“Only about one 


exclaimed 


structive.” 

“Tl try,” said the copy chief. “Or 
at least, I'll try to set the stage. 
And to do that best, let’s look at 
the audience first.” 

“That’s easy,” said the research 
man, “They’re engineers and pro- 
duction men. So the kind of show 
they want to see is facts, facts, 
facts.” 

“You mean they've got ice water 
for blood and metronomes for 
hearts?” asked the media man. 

“Yeah, aren’t the hands that hold 
their slide rules, human hands?” 
asked the first art director 

“The way I see it,” said the copy- 
writer, “is sure, they’re human be- 
ings okay, but not when they’re 
reading a business paper. Then, 
they’re all shopping 
carefully for what they need.” 

“Suppose they don’t need any- 
thing today, thank you?” cut in the 


business 


copy chief. 


“We don’t get it,” chorused the 


copy and research men 

“IT mean suppose at the particular 
time an engineer is reading his busi- 
ness paper there’s nothing he 
needs,” replied the copy chief. “His 
plant is in tip-top shape. He’s com- 
mitted to all his raw materials needs 
Here’s a_ simple 
Here’s 
spread . . all statistics, specifications 
and the like. But this reader, he’s 
already loaded up with the stuff. 
So why should he bother to read it? 
We don’t even give him a reason to 
Not even a helping hand 
into the ad.” 

“Do you think there are many 
men like that?” asked the second 


months ahead. 


demonstration. our client’s 


read it. 


art director. 
“For 


market-this-minute, there must be 


every man_ right-in-the- 
hundreds who deal in futures, or 
who have no idea they’re in the 
market at all,” said the media man 

“Check,” said the chief 
“Anyway, I'd like to know why you 
guys tighten up so every time you 


copy 


work on an industrial account. Bas- 
ically, there should be no difference 
in our approach to a consumer ac- 
count and a business paper adver- 
tiser.” 
“Praise be you said that,” sang 
out both art directors. 
kay, that makes life lots sim- 
“How’s 


pler,” said the copy man. 
this for a copy theme? 

“I like it,” said the first art di- 
rector. “It will be great in four- 
color inserts.” 

“What, are you out of 
asked the media man. 


your 
mind?” 

“Cost a fortune,” said the pro- 
duction man who up to now had 
said nothing. 


“Why shouldn’t we look on these 
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If you want to reach the plants 
manufacturing these products . . 


.. to sell them equipment, parts 
and materials like these ..... 


MACHINERY © belongs on your 
schedule for these reasons .. . 


* The monthly magazine of engineering and 
production in the manufacture of metal products. 
Published by The Industrial Press 


148 Lafayette Street, New York 13, N. Y. 
CCAMEN BP. 


- 








Agricultural machinery and implements 
Automobiles, airplanes and all motor-driven vehicles 
Automotive and aviation parts and accessories 
Ordnance of all kinds 

Business machines 

Electrical machinery and apparatus 

Engines and other prime movers 

Food and chemical machinery 

Machine tools and other metalworking equipment 
Heavy non-metalworking machinery 

Household equipment 

Photographic equipment 


Processing and manufacturing machinery 
Machine parts and unit mechanisms 

Portable tools 

Cutting tools 

Instruments, measuring and testing equipment 
Pumps, compressors, blowers, fans 

Screw machine and bar stock products 
Boilers, condensers, tanks 

Sheet-metal products 

Materials for metal products manufacture 
Special machinery for non-metalworking plants 
Miscellaneous metal products 








Machine Tools: 
Milling Machines 
Boring Machines 
Broaching Machines 
Screw Machines 


Materials: 
Sheet and Strip Steel 
Alloy Steel 
Special Steels 
Copper 


Broaches 

Hobs 

Thread Chasers 
Gear Cutters 
Special Tools 


Miscellaneous Products: 
Abrasives 
Portable Tools 
Lubricants 
Screws 


Bronze 

Aluminum 

Plastics 

Zinc 

Cleaning Compounds 
Paints and Finishes 


Drilling Machines 
Lathes 

Shapers 

Planers 

Grinding Machines 
Presses 

Shears 

Die-casting Machines 
Forging Machines 
Special Machinery 


Metal Cutting Tools: 
Milling Cutters 
Taps 
Reamers 
Drills 


Grinding Wheels 
Furnaces 

Welding Equipment 
Wire & Wire Products 
Bushings 

Files 

Testing Equipment 
Measuring Equipment 
Washers 

Hoists 

Instruments 


Unit Machine Parts: 
Chucks; Pulleys 
Bearings—all types 
Drives—Chains, V-belt, 
Flat Belt 
Electric Motors 
Flexible Couplings 
Gears 
Speed Transmissions 
Speed Controls 
Pumps 








MACHINERY ’S editorial content is aimed directly 
at the common interests of both the engineering 
and manufacturing executives who form an in- 
separable team, working together to make the de- 
cisions concerning every step in the manufacture 
of a metal product. 

This depth and breadth of original content gives 
depth and breadth of coverage, attracting an audi- 
ence of the key executives you want to reach. Then, 
MACHINERY goes one step further to assure 
even more complete coverage of the plant buying 
team. By means of its Directed Distribution Plan, 
MACHINERY is able to adjust its coverage accu- 
rately according to the location and amount of 
purchasing power in every sector of the metal- 
working industries. The 20% of MACHINERY'S 


circulation Directed in this way guarantees thor- 
ough penetration of every important plant, reach- 
ing ;the key buying authorities who cannot be 
reached in any other way. 

In the metalworking industries, volume buying is 
done by a comparatively small part of the total 
number of plants. For that reason, thorough circu- 
lation which penetrates the volume-buying plants 
and reaches the complete buying team is more 
effective than mass circulation which obtains cov- 
erage by numbers alone. By combining 80% paid 
20% Distribution to 


circulation with Directed 


known — but inaccessible— buying authorities, 
MACHINERY assures advertisers coverage that is 


both efficient and economical. 
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ads as if they were for Fortune?’ 
insisted the copy chief. “Just be- 
cause this is a smaller audience and 
a lower page rate doesn’t make this 
market any less valuable to our 
client. In fact, the publishers of 
the books in the fields we want have 
already saved our client thousands 
of dollars by segregating the people 
he wants from those he doesn't 
want.” 

“Never looked at it that way,” 
said the media man, “but it adds 
up.” 

“Then you're saying inserts on 
special stock and in full color are 
justified?” asked the second art man 

“Emphatically,” answered the copy 
chief. “If a business paper had only 
a hundred subscribers, and its audi- 
ence represented the cream of your 
market, then you're certainly justi- 
fied in going all out to sell that 
audience. Do you all agree?” 

“Amen!” shouted everybody in 


the room 


Remove Strait Jackets . . There 
are two ways to go all out to sell 
a business paper audience. One is 
a copy approach. The other is an 
art and layout technique. 

You must have them both. You 
might get away with a terrific copy 
angle even in very modest dress, 
but you can never win just by the 
force of multiple space units and 
lavish art and color 

As old-timers in this, business, it 
saddens us that the days of the 8- 
page, 12-page, 16-page multi-color 
insert seem to be dead and gone 
Not even many 4-pagers around 
Why, we're so old we can even re- 
member a 9%6-pager that Malcolm 
Muir, now Newsweek headman, 
helped the Buffalo Foundry & Ma- 
chine Co. put together for a business 
paper years ago 

And we can remember the good 
and great Lou Stoll when he was 
alive packing Bus Transportation 
with wonderful, working, colorful 
customer-making inserts . . selling 
the big idea of advertising power 
and dominance, and helping “ ad- 
vertisers grow stronger with 

Where are the advertisers i‘ 
that today? Are they, and their 
agencies, wearing strait jackets 
made of inhibitions and unimagina- 
tive minds? We mean right now, 


today with better business maga- 
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How does Everyone ough Electricity 
— when ie ilvela be town lights up’ 


Allis-Chalmers Makes Machinery to Help People Produce More. Have More. 
Enjoy More Leisure Time — L/VE BETTER/ > 


ALLIS-CHALMERS 


GENERAL MACHINERY GIVISION . 
ceerae ame ne meme ene oman re oP 





impact, smashing style 


zines and bigger audiences that Allis-Chalmers is A-One .. A-C 
they've ever had available before. tackles its business paper copy as 
And copy approaches! Ah, woe though each audience was the most 
is us, but why will the same writer important in the world. Whether 
create a deadly dud for some so it started with this progressive view 
called “technical book” and a real and expanded it into executive me- 
honey for a Business Week or For- dia, or the other way around, is 
tune? unimportant. The main thing is, 
Why? Does he feel it takes more A-C has got it. 
advertising savvy, better ideas or 
devices to persuade a president than * This spread before us right now 
to enthuse an engineer? is impossible for almost any reader 
You figure it out. All we are to pass by. Every one may not read 
going to do from here in is review into the text, but there’s enough 
some ads from so called “executive impact of headline, picture, signoff 
media” and ask you to ask your- to register a positive something. 
self why this same easier thinking Two pages, full color, bleed . . “How 
couldn't have been used down the does everyone get enough electrici- 
line. None of it is elaborate space. ty . . when the whole town lights 
Some of it is full color. All of it is up?” Smashing style of the lay- 
worth mulling over . . not because out carries you back to the old 
the identical ad might also be used Getchell agency at its peak. Gen- 
in specialized business papers but erally classified as “institutional” 
the attitude, the approach, the tech- copy, this ad sells, too, because it’s 
nique aw, you know what we built that way. Take an OK As IN- 
mean SERTED, Allis-Chalmers, and JOHN 
Incidentally, there will be cases BOYD, copywriter, Compton Adver- 
where a particular advertiser is do- tising, New York; E. G. NICKERSON, 
ing just as potent a job in special- who supervised the writing, and 
ized media, and we don’t know A-C’s president, w. A. ROBERTS. 
about it. Forgive us, please, and Now, let’s jump to a completely 
remember this is not personal criti- different approach, a consumer field 
cism. When we cite a swell per- approach that would be just as 
formance by the XYZ Co. in broad- practical for a lot of people and 
er magazines, we mean why can’t products in industry. We're talk- 
any advertiser learn from this in ing about Liberty Mutual Insurance, 
what he is doing in the business and its picture page (you know 
press. Like who? Like you, and those snapshots), “He turned a 
you, and you tragedy into a better job,” 





“WHAT READERSHIP 
CAN MY ADVERTISEMENT 


EXPECT IN ASOLID 


ADVERTISING SECTION?” 


Case Study Shows: 


ALL ADS HAVE AN EQUAL CHANCE OF BEING 
SEEN AND READ IN A SOLID ADVERTISING SECTION 


PROCEDURE: Personal interviews were conducted 
by specially trained field investigators among an 
average of 220 readers of each of five issues of a 
business publication. Concerning each one page, 
black and white ad, a reader was asked “‘Do you 
recall seeing this ad?” and ‘“‘Did you read half or 
more of the copy?” 


RESULTS: Readership scores show that all ads, re- 
gardless of location, have an equal chance of being 
seen and read. 


CONCLUSION: Readership through solid adver- 


tising sections is fairly constant; position within a 








Each dot indicates percentage of recall for each ad. The horizontal line shows the relationship between readership and page 
location. This showed that readership remained fairly constant as readers progressed through the solid advertising section. 


- * os ae 
Ser Pee Per pot 


section does not materially add or detract from 
the attention which an advertisement can obtain. 
Higher ratings may be attributed to the product 
advertised and the use of more effective copy; the 
fact being that creative skill is still one of the most 
basic factors in obtaining higher readership. 

* + * 


This study is reported in our Research Depart- 
ment’s Laboratory of Advertising Performance 
Data Sheet #3140, and in further studies on sheets 
3141 and 3142. If you want facts regarding this or 
any other subjects related to business paper adver- 
tising, ask your McGraw-Hill man. 


-———— COMPOSITE SCATTER DIAGRAM OF SINGLE PAGE B&W ADS FOR REAR SECTION OF FIVE ISSUES ———— 


bengstibens 























1947 








Seat net(X) 0.4” 


McGRAW-HILL PUBLISHING COMPANY, INC. 


M-GRAW fort 


@ 330 WEST 42nd STREET, NEW YORK 36,N. Y. 


= SOR BUSINES: 
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would the 


not at 


This pigeonhole as 
“case study technique,” one 
all unfamiliar to industrial adver- 
But, here's the diifer- 
industrial 


tising people. 
Most 


we've 


ence case study 


ads seen are in terms of a 


company, i.e., “We saved so and so, 
etc.” Why not some case studies 
from the mouth and experience of 
the operator of a machine, the same 
sort of humanized 
thing Liberty does so well? 

We 


wouldn't 


personalized, 


know American Cyanamid 
do it because we've seen 
their business paper stuff . . but lots 
Do? Do what? 

Well, here’s a Cyanamid two color 
page, “For 


tions 


of other people do. 


better housing condi- 
the Waring Blender has 
moved into Beetle plastic!” Illus- 
tration shows combination of a photo 
of the blender, cartoon of moving 
man carrying it into a little house 
labeled, “Beetle.” Our point, if 
this kind of thing is good enough 
for Time or Nation’s Business, it’s 
good enough for The Nut & Bolt 
Journal. Better, maybe 

This next one is a natural and we 
imagine Carrier ran it everyplace 
You know . . the donkey 
hands the elephant 
outside the convention hall, caption, 
“Shake on it, brother . 


Hope so 
shaking with 
comfort is 
something we can both agree on.” 
(IM, Aug., p. 28) 

Naugatuck Chemical gets far from 
the run-of-the-plant chemicals ap- 
proach in this color page, “Why 
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ans ox t, Baer ORT 
SS Te ON Ree See ow 


Socony-Vacuum 4-color 
far from run-of-plant 


iso'l ¢ worth 2+ a Gay te 
nave cool refreshing water en tap’ 


doesnt somebody build better ma- 


chine housings?” That takes you 


into the lead paragraph . . 


Mean to say that wouldn't be as 
enticing an ad to a chemical engi- 
That’s 
a great warm-up for any industrial 
publication. 


neer as a board chairman? 


Socony -Vacuum gets in here be- 


cause of the impact a four-color 
illustration 
“South 


plant 


gives its case history, 
America’s 
the 
knowledge 


service.” 


biggest power 
world’s greatest 
and engi- 
Impossible for 


. in black 


gets 
lubrication 
neering 


this ad to do what it does 


and white or even two colors. In 
full process, it’s a wow! 

Lots of advertisers need a device 
to hang a campaign on. . a some- 
thing outside the product itself, but 
related to it. Tennessee Products 
& Chemical Corp. does it with geog- 
raphy, playing up customers across 
the U.S.A., like so 
touch of Tennessee in 
movies.” 


“There’s a 
California 
This is about acetic acid 
for safety film in Hollywood. Full 
color, too. Impressive. 


Getting things down to their sim- 
plest form seems easier for con- 
sumer advertisers than business and 
industrial . . yet Frigidaire can say 
for water coolers, “Isn’t it worth 2c 
a day to have cool, refreshing water 
on tap?” Doesn't it hint that some 
pump manufacturer might say in 


Chemical Engineering, “Isn't it 





Moving target! 


That's what you're shooting at 
in the construction equipment market 


How are you going to reach buyers of heavy construction equipment? 
Contractors and sub-contractors are always on the move. As soon as 

they finish one job they’re off to the next one. 

Construction today may be a highway, a bridge, a factory or an 

airport. Tomorrow it may be a dam, a mass housing project or a pipeline. 
Only the salesmen of construction equipment distributors—operating 

at the local level—can keep this fluid, mobile field constantly in view. 


They know who is buying, when and where. They have to... their 
livelihood depends on it. 


These men—over 800 of them—build and maintain Construction 
Equipment’s circulation lists. 
That’s why your advertising is always right on target—direct as 


a rifle shot— when you use Construction Equipment to reach the 
key buyers in this multi-billion-dollar field. 


Let us tell you about the high scores some of our advertisers have 
run up. Their results will amaze you. 


Canstraction Eouipment 


THE EQUIPMENT 


APPLICATION MAGAZINE 
A 








CONOVER-MAST PUBLICATION 
N's P| CCA 205 EAST 42ND STREET 


NEW YORK 17, N. Y. 
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The first 
authoritative 
record of the 
year’s railway 
operations 





The 1953 Annual Review and 
Outlook Number of 

Railway Age will be 

published January 12, 1953 
closing date— December 22, 1952 


> 


RAILWAY AGE is part of the 
Business of Railroading 





The 1953 Annual Review and Outlook Number of 


RAILWAY AGE 
January 12, 1953 Issue 





First Detailed 
Report of 
1952 Operations 


Comprehensive review by 
Dr. J. H. Parmelee, 

Vice President 

and Director, Bureau of 
Railway Economics, 
Association of American 
Railroads, on every 

phase of railway operation 
—including capital outlays, 
purchases, traffic, 
earnings, others. 





Forecasts : 
Trends 
for 1953 


Analysis of financial 
outlook, costs, rates, trends 
affecting every phase of 
railway operation... 
roadway and tracks, shops 
and other facilities. 





Statistical 
Summaries 


Freight cars ordered, 
motive power orders, 
passenger cars ordered, 
construction, 
communications, signaling, 
other compilations 

of railroad statistics. 





Top railroad men refer to this special issue of RAILWAY 
AcE throughout the year, because it is an authoritative 
reference volume, prepared especially for railway man- 
agement, reviewing the railway industry as a whole. 


Your strongest sales message—addressed especially to 
management throughout the railroad world—belongs in 
this 1953 ANNUAL REVIEW and OUTLOOK NUMBER where 
it can be seen again and again by the men who make 
the final decisions. 


Remember, RatLway AGE serves the whole range of 
railway officers—railway executives—the operating men 
who actually run the railroads—department heads, traffic 
officers and the purchasing officers who place the orders. 


RalLway AGE is the recognized authority on railway 
matters. The ANNUAL NUMBER forms a record, much of 
which is available from no other source, for many 
months to come . . . and thus is sought and used through- 
out the industry. 


The every-week reading of RAILway AGE is a time- 
established practice with railroad management—part of 
the business of railroading. Each year the whole industry 
looks forward to this ANNUAL REVIEW and OUTLOOK 
NUMBER with special anticipation . . . because here, in 
convenient form—compiled with the full cooperation of 
the railroads themselves—is the solid information, the 
reference material needed for planning and decision- 
making for the coming year. 


To advertisers this means extra readership and extended 
readership—two valuable helps for stepping off on a 
successful 1953 selling campaign. To take advantage of 
the 1953 ANNUAL REVIEW and OUTLOOK NUMBER, re- 
serve space now... and prepare your message so as to 
meet the closing date—December 22nd. 
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worth 37c a day to etc., etc?” 

Again the easy approach, in this 
American Can page. Not “Ameri- 
can makes cans for Schlitz” or the 
like, but simply, “Is your packaging 
problem any tougher than this?” 
Picture, opened can of beer and a 
full beer Glory, it looks 
good! 


Shell Chemical has natural colo 


glass 


carrots shooting out of its page 
“Jet propelled, they shoot up fast.’ 
Ad talks about fertilizing certain 
crops with ammonia 


This kind of stuff would look 


mighty good in the chemical media 


We've Got More . . We under- 
stand each other, don't we? Ap- 
what 


proach and technique are 


we're talking about a more hu- 
man approach, a more colorful tech- 
nique. Not extravagant but rath- 
er well timed, well suited for the 
job at hand 


Okay, let's carry on 


*% Warner & Swasey does it nice 
and easy, “It doesn’t look like a 
turret lathe, But ss nice, so 


easy... 
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it doesn't 
leok like a 


turret lathe, 


And so on. What is it? It is the 
“Warner & 1-AC_ Single 


Spindle Automatic Clutching Ma- 


Swasey 
chine.” As for the ad, it’s a winne: 
OK AS INSERTED tO WILLIAM HOKE of 
Cleveland, 


JOSEPH E 


Griswold-Eshleman Co., 
in collaboration with 
CRAIG, advertising manager, Warner 
& Swasey 


* Guess we've 
about this 


said nice things 
Cork Co 
campaign on “Cushiontone” before. 
Here’s a fresh ad 


like ripples in the 


Armstrong 


series of circles 
water (see cut 


on this page) “Office Noise ra- 





How to Appreciate 366,000! 
ees ele a : Mr Friendly 











diating from telephones office 
machines . . and other sources 
causing fatigue .. and 
reducing effiicency. Stop distract- 
ing noise with a ceiling of ... Arm- 
An OK AS 
inserted to Copywriter CHARLES 
Kopr, Batten, Barton, Durstine & 
Osborn, New York, and wILiiaM F. 
EARLY, advertising manager, Arm- 
strong Cork. 

American Mutual's “Mr. Friendly” 

now there’s a trade character that 


builds up. . 


strong’s Cushion Tone.” 


any art director would admit he 
Here he says, “How to ap- 
preciate $66,000 (tender 
about legal tender) by Mr. Friend- 
ly.” An oversize briefcase down 
in the corner of the ad tells all about 
“The Case of the Continental Mills” 
but it’s all in the approach, honey, 

all in the approach 

Yup, whether you're making a 
it’s all 


loves 


thoughts 


gal or an advertisement 
in the approach. 


Dept. of Cats & Horses . . Maybe 
your Copy Chasers are too sophis- 
ticated (Hear, hear!) for their own 
good. 

We were busy readying for a blast 
at a couple of copy cliche’s that had 
lately, when 
take us 


bothering us 
happened to 


been 
something 
down a peg. 

What was bothering us was a rash 
of ads taking for their starting 
points either of two pretty thread- 
bare gimmicks, to wit: 

1. The “iron-horse” and all that 





MACHINE DESIGN 


is read by more 
Design Engineers 


than any other 


publication® 


Wherever products are being engineered... 


you'll find key men reading — ae 


* Ask for independent readership studies of Design Engineers 


; ; AS rs 
MACHINE DESIGN, A Penton Publication, Penton Building, Cleveland 13, Ohio 4&4. ' Ch A 
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Leading in U.S. 
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textile 
coverage... 


W.R.C 


SMITH 


PUBLICATIONS 


Nearly EIGHT BILLION dollars annually is being spent by textile 
mills for equipment and supplies. No matter who signs the check, 
practically every purchase is bought by—or on recommendation of— 
production and management men who are actually in the mills. 


To reach more of these men, to give you the nearest perfect buying 
power coverage possible, TEXTILE INDUSTRIES uses a practical combi- 
nation of ABC paid circulation and Directed Distribution. 


The sale of subscriptions compares with the sale of other commodities. 
It is possible to do a good job—but not a perfect one. There will always 
be coverage gaps in even the best of strictly paid circulations. Space 
buyers know this. TEXTILE INDUSTRIES also knows it, and does some- 
thing about it. 


If buying power is found to be uncovered, time is not wasted awaiting 
a subscription salesman’s call. TEXTILE INDUSTRIES sends the magazine 
to the man immediately. Thus by using Directed Distribution copies 
to supplement its strong paid circulation, TEXTILE INDUSTRIES achieves 
complete coverage of the men who hold the industry’s purse strings. 


Of the total readership, 87% is among men actually engaged in U. S. 
textile mills. This is the largest, most productive textile readership 
available to advertisers today. Place TEXTILE INDUSTRIES at the head 
of your media list .. . first. That’s where it belongs. 


Textile Industries =z: 
... first in the textile field! 
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that quaint phrase suggests in the 
way of collateral conceits 

2. The “cat” (standing for catalyt- 
ical cracking plant) and ditto 

Just by chance it happened that 
Sinclair Oil was marked to take the 
Sinclair Oil 


was no worse an offender than any 


brunt of our blows. 


number of others; Sinclair was un- 
lucky enough to follow the others 
and to inspire us to get working 
on this amazing problem 

Sinclair has a campaign going, 
you know, in which the illustrations 
are “shapes” . . this is, the halftones 
are silhouetted as animals. A pic- 
ture of a Diesel locomotive cut out 
in the shape of a horse’s head; a 
picture of a catalytic cracking still 
cut out in the shape of a cat 

You can easily imagine the head- 
lines all this ingenuity led to 
or the other way around, probably: 


The copy is even worse than you 


Look e-« 


might imagine. 


Brother, is that awful! Get that 
“But here’s the rub.” How about 
that “tip-top teamwork”? How do 
you like “close liaison” underlined? 

Well, we were just about to lay 
into this campaign when we came 
upon, in a neighboring publication, 
a short article by a guy named Wil- 
liam J. Sheehan. 

The purpose of his article was to 
refute the argument of a writer in 
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an earlier issue who had taken a 
paste at “curiosity headlines” and 
had apparently landed on Mr. Shee- 
han’s “Better ‘Hay’ for the New 
Iron Horse.” 

Mr. Sheehan does a good job of 
refuting. He says he has ample 
proof that this Sinclair series has 
been productive of rewarding re- 
sults. He says, indeed, that this 
very “Iron Horse” ad caused a lot 
He says 
and this really ties it up .. that the 
Boston office of his agency got a 


of favorable comment 


visit from the advertising manager 
of another company (not in the oil 
business) who came in with a copy 
of the “Iron Horse” ad in his hand 
and asked how he could get some 


YAYAYAYAY, { 


WHELING CORPUGATING COMPANT 


Better Hay” 
for the 
New Iron Horse / 


eoernent 0 APNG, ene tae avteNe sinew vee sat 


advertising as good as that. 

Now even without that last epi- 
sode, Mr. Sheehan’s _ testimony 
would have shaken us. Because. . 
even though Bill Sheehan doesn’t 
know us as the Copy Chasers . . we 
know him, and we know that Bill 
Sheehan is a right smart advertis- 
ing man. 

We can’t even throw Starch at 
Mr. Sheehan. The “Iron Horse” in 
Business Week got cost ratios of 169 
and 182 for “noted” and “seen-asso- 
ciated.” 

Got a lousy 50 for “read most,” 
though. 


Nine Lives . . “Giving a ‘CAT’ 9 
Extra Lives!” is the title of a Wheel- 


New Corral for the tren Horse 





AUTOMOTIVE 
ES 


CMorv 


CHILTON News of automotive and aviation manufacturing 


ey urom onto’ ... America’s largest industrial market 
from AUTOMOTIVE INDUSTRIES, Chestnut and 56th Sts., Philadelphia 39, Pa. 








AT THE RATE automotive production is rolling, losses from the steel strike may be 
nearly washed out by year end. Output for September was expected to hit 450,000 
cars, which would be the highest month this year. Production for the fourth quarter 
may see output of 1.35 million units to bring total production for this year to well 
over 4.3 million. However, it will require the most favorable conditions to meet 
that objective. 


AMERICAN CAR AND FOUNDRY CO. has formed an aircraft division with headquarters at 
St. Charles, Mo. Principal activity of the new unit will be production of fuselage 
sections for the B-47 stratojet bomber. C. W. Sponsel will head the new division as 
vice president. 


LINCOLN-—MERCURY DIV. will build a much more powerful jet aircraft engine than the 
J-40 which originally was scheduled for production at the company's new plant at 
Romulus, Mich., still under construction. The new engine is reported to have a 
thrust of 10,000 lbs. and to develop approximately 25,000 h.p. Tooling for produc— 
tion is under way at the Lincoln-Mercury plant in Wayne, Mich., where about one 
quarter of the 1.3 million square feet of floor space will be devoted to production 
of parts and subassemblies for the new jet engine. 


IN THE PERIOD 1946-1952, the net paid circulation of AUTOMOTIVE INDUSTRIES has 
increased 55%, keeping pace with the growing activity in the automotive and aviation . 
manufacturing field. AUTOMOTIVE INDUSTRIES is read by design, engineering, produc-— 
tion, administrative, purchasing and sales executives in 3,249 automotive and 
aviation companies. 


TUBELESS TIRES appear to be making considerable headway in the automotive and 
aircraft fields. More than a million such casings have been sold and production 
this year has been three times greater than a year ago. B. F. Goodrich now has 
developed, and is testing, tubeless tires for aircraft. Although rubber companies 
are not saying much about it, it is understood that some thought is being given to 
tubeless truck tires. 


ARMY, NAVY AND MARINE CORPS have ordered a new-type ramjet helicopter for evalua- 
tion tests. The new little two-place helicopter,’ named the Hornet, will be built by 
Hiller Helicopters and will be powered by a watermelon-size ramjet engine mounted on 
the tip of each of two 23-foot rotor blades. 


AUTOMOTIVE AND AVIATION INDUSTRIES have over $25 billion worth of defense con- 
tracts for such items as planes, engines, tanks, tactical vehicles, parts, shells 
and other numerous items. This vast industrial field is America's arsenal. 


92 PER CENT OF AUTOMOTIVE INDUSTRIES' circulation is addressed to individuals, 
with the remaining 8 per cent to companies. Of the individual subscribers, over 
55% request their copies be sent to their homes. AUTOMOTIVE INDUSTRIES net paid 
circulation as of June 30, 1952 is 14,508, the highest in its history. 


HUDSON WILL BEGIN production of its long awaited light car in November. Detailed 
specifications are still secret, but the car will weigh about 2800 lbs. with an 
in-line 6 cyl. engine rated over 100 h.p. Of 6-passenger capacity, the length of 
the new car is somewhere between the shortest cars now being made and the Ford- 
Chevrolet—Plymouth range with which the car is to compete price-wise. 








@ Send for available Reprints of editorial feat 
are offered here as a special 
. © service to IM readers. Please 
» Whee Te rints send number and name of 
is st article with exact amount in 
t R coins, stamps or check to: The 
Editor, Industrial Marketing. 209 
E. Illinois St., Chicago. 
Sorry. we can't handle credit 
orders under $1. We'll be happy 
feature articles to bill you for larger sums. 


ing Corrugating Co. ad. Copy says: 
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Nothing about lengthening cat 
life 9 times. Must be a copywriter’s 
dream. What will happen to expanded plant capacity? 

New Corral. . “New Corral for the AZ1S Mew to live henplly with your aponcy_ 
Iron Horse” is International Har- by Heward G. Sawyer, April, 1 25c 
vester's entry in this animal fair R21 ™ advertising agencies place 415,897 pages in business papers in 1951 
Excuse for that headline is found " recon eer a 
’ F : companies report . . industrial salesmen earn average $8, in‘ 
in the fact that they’re building new ny Serle Wiseman. thar 1052 “ae 
railroad yards. Get it? R212 Industrial ad budgets to hit 2.16% in ‘S2 
k Bob Aitchison m., 1952 25¢ 
The Copy Chasers R211 Salaries of industrial ad managers rise in pest ll years .. 


Median industrial . een spends : 1 





| You can hire salesmen faster with this interview technique 

Issue new book on lower by Richard S. Schultz, Dec., 1951. 25c 
Today's cheap advertising dollar . . is it fact or fancy? 

production, printing costs by Borden Putnam, Nov., 1951. % 


1951 business paper volume to reach all-time peak 
by A Venezian, Sept 951. 25c¢ 


® LOS ANGELES . . A new booklet 
covering economical methods of ad- R206 How to use Starch readership reports 
vertising production has been is- OY VOWOIE SSE REe SONY CUD iy oo 
sued jointly by the Printing Indus- 
tries Association of Los Angeles, 
and the Western Society of Business 
Publications K A guide to better publicity 
The booklet, entitled “15 Ways to oy Ee See Saneye 
Save You Money,” is aimed at 


Today's sales incomes can get out of hand . . stop them 
by Birney Mille B. K. Moffitt, June, 1951. 25c¢ 


How 551 advertising agencies placed space in business papers in 1950 


How ey —— 
by 


establishing more efficient coopera- sen Scales salient nile Ui een ebimaitiin 

tion and ultimate reduction of costs by William A. Marsteller, April, 1950. 25¢ 

in printing of publications. I Doreneaiiee your sales force for more effectiveness 
Earl Anderson, chairman of the igeacatics sap pee ee Ps 

publisher coordinating committee of pag fy Bo oreiline i = “we 

the printing association, said that R 22 things you should know about industrial buyers 

the booklet will be distributed na- July, 1949. 25¢ 

tionally through the association aig —e es somite ot tnGuateted ofpeticing 
The booklet, available upon re- : 

quest, covers various phases of pub- wo suet fone sey Ree on @ ent Subpet 

lisher to printer relations under : , P ; 

Mockup demonstrator improves salesmen’s closing ratio 

these headings: standardize copy by H. W. Bluethe, Oct., 1948. 25c 

paper; pre-edit copy; eliminate gal- R154 eins a newspaper at en » - industrial buyers 

ley changes; pre-plan and schedule rdir i 348 

dummy; eliminate page proof Ri4S How can I find what type to use? 

changes; accurate comprehensive ee ee ae ane 

layouts; eliminating alterations and R144 Techniques that will make your copy pull 

slip-ups in ad copy; late copy is 2 ; pa aes 

costly avoid overtime; proper en- poy oe penegeee, combats —_. . “wae costs 

graving instructions; it pays to plan 


The effectiveness of repeated adverti t 
sept.-N 47, 75 





with your printer; establish color I 

: 2-piece reprint summary Repeat Ad Study, made under gu idance of a special 

position for press economy; stand- teerir -ommittee du l adver tisers, agencies and publishers. Single copies 75c; 
I I > each; 25 or more, 25c each 


ardization of colors; eliminate press 

holdups; submit “kill” copy prompt- Ri27 The economics of industrial advertising 
: by Jesse H. Neal, Sept., 194 2s 

ly; keep holdover matter to a min- 


imum Ri, ie ee St 
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Wherever . . . whenever . 
executives have a few minutes for reading metal- 
working facts and features, there you will find 
MODERN MACHINE SHOP. This authorita- 
tive publication goes out in the shop and a great 
many copies go home for careful reading of 
editorial material and advertising. 


. . busy production 


To readers, it’s a handy-to-carry-and-read *‘pack- 
age”’ of the latest information on metalworking 
methods and equipment. The contents range all 
the way from a four page article that minutely 
examines a specific plant’s methods to a four 
line item on new equipment. 


To advertisers, it’s an economical ‘‘package’’ 
which delivers a selling message direct to pro- 
duction executives, men who buy or influence 


the buying of equipment and supplies for liter- 


ally thousands of the country’s metal working 
plants. 


With over 40,000 circulation, MODERN MA- 
CHINE SHOP reaches more of these important 
buying factors than any other publication in the 
metalworking field. As a matter of fact, MODERN 
MACHINE SHOP'’s ‘‘plant circulation,’’ 28,000 
individual plants receiving one or more copies, 
is larger than the total circulation of many 
“‘leading’’ metalworking publications. 


Put your money where your market is. Send 
your advertising ‘‘out in the shop’’ with 
MODERN MACHINE SHOP for maximum 
readership and results. 


ODERN MACHINE SHOP 
Cincinnati 2, Ohio 


_ 431 Main St. 


NB 
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‘Test tube’ campaign boosts 


@ THE FORCE of business publication 
advertising in introducing a new 
product has been demonstrated dra- 
matically by Western Precipitation 
Corp., Los 
temperature control equipment. 

Holo- 


Flite, a “heat exchanger,” in com- 


Angeles, which sells 


The company introduced 
pletely unfamiliar markets, using a 
small sales staff and no advertising. 
In the first four months of 1951, 
sales averaged $2,905 a month for a 
total of $11,621 
of full-page ads was begun and 


Then a campaign 


continued in three business publica- 


tions throughout the remaining 
Sales 


during the campaign rose to ten 


eight months of the year 
times the previous rate . . averaging 
$25,896 a month for a total of $207,- 
172. 

In _ that 
made in the sales staff and no other 


year, no increase Was 


advertising was used except the 
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mailing of letters and literature in 
reply to inquiries pulled by the ads. 

Before advertising was begun, 29 
inquiries were received; after ad- 
begun (throughout 
the last eight months of 1951) 1,405 
inquiries came in. 


vertising was 


The inquiries and subsequent or- 
ders sold came from such buyers as 
Abbott Laboratories, Allied Chem- 
ical & Die Corp., Carbon & Chemical 
Co., General Foods, General Mills, 
Kaiser Aluminum, National Gypsum 
Co., National Lead Co., Pillsbury 
Mills and William Wrigley Co. 

One of the buyers who purchased 
in 1851 on a test basis has placed 
an order this year exceeding $200,- 
000 . . nearly matching the entire 
sales total for 1952. 

The Holo-Flite sales problem and 
the campaign to solve it shaped up 
like this: 

The product was a piece of equip- 


ment using a new principle in heat- 
ing or cooling materials such as 
powdered solids, pulps, pastes, slur- 
ries, etc. It was particularly useful 
in the food and chemical processing 
industries. A heating or cooling 
agent is passed through a hollow 
conveyor screw to control the tem- 
perature of the material. 

This was a new product and a new 
market for Western Precipitation, 
which had concentrated its previous 
45 years of experience primarily in 
dust recovery systems. Holo-Flite’s 
market was chiefly the chemical and 
food processing industries where the 
company was virtually unknown. 
There was no “company name ac- 
ceptance” to fall back on. 

The company had three salesmen 
for Holo-Flite, no established con- 
tacts in the market, and its field 
offices for dust control equipment 
were not used in the Holo-Flite 
campaign. These factors made it 
a nearly ideal “test tube case” for 
evaluating the effectiveness of busi- 
ness publication advertising. 

Western decided to introduce 
Holo-Flite after a small manufac- 
turer of conveyors came to the com- 
pany in 1950 with a proposal. The 
conveyor manufacturer had devel- 
oped a new machine . . a heat ex- 
changer for cooling or heating proc- 
essed materials. The conveyor man- 
ufacturer had been supplying West- 
ern with conveyors for use with dust 
recovery installations, and had liked 
the way the company did business. 
An agreement was reached whereby 
Western Precipitation would han- 
dle the exclusive sales for the new 
conveyor-heat exchanger-and the 
manufacture of Holo-Flite units 
would be continued by its origina- 
tor. 

The name Holo-Flite was chosen. 
An eight-page bulletin was pro- 
duced, describing construction fea- 
tures and installation data, for dis- 
tribution by salesmen on personal 
calls. But by early 1951, it had be- 
come apparent that an effort should 
be made to bring the product to the 
attention of a greater number of 
prospects than could be done eco- 
nomically by personal selling alone. 
So Western, already aggressively 
advertising its own line of products, 
appropriated a modest sum . . some 
$6,500 . . to conduct an experimental 
Holo-Flite advertising campaign for 
continued on page 166 





HAUNTING QUESTIONS 
(Well be Glad to answer thom, jor jou.) 


DO MY ADVERTISEMENTS REACH THE RIGHT READERS? 


We can tell you, through our Industry Census Bureau, who the 
Right Readers are for your products and services; how many 
there are and their geographical distribution. 


DO THE RIGHT READERS READ MY ADVERTISEMENTS? 


We secure this information from depth personal interviews in 
the fields and plants, and from telephone surveys. If you wish: 
to prove the accuracy of these reports, you may make your own 
mail survey (writing to your own list, asking your own questions 
in the manner you want them asked). We will pay costs of such 
a survey, helping you determine whether Right Readers read 
your advertisements. 


WHAT DO THE RIGHT READERS LIKE TO SEE IN MY 
ADVERTISEMENTS? 


We can also tell you what Right Readers like to see in your 
advertisements; how they like them presented, etc. The services 
of a well known research house are retained on a continuing basis 
to make depth personal interviews in the fields and plants to 
determine these points. 


WHAT DO THE RIGHT READERS BUY AND HOW DO THEY BUY IT? 


Our Market Research Department is prepared to assist advertisers 
in studies of their markets and buying procedures within these 
markets. If answers to your needs are not readily available, we 
will make special field investigations for you, for it is our sincere 
desire to work with all advertisers on such mutual problems. 
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CHASE ex0 co 


Chase Bag Company 
printed textile bags for the grain 


and feed industry 


There is no substitute for successful 


Good advertising talks the buyer’s language. 

Simple enough when you’re selling to the 
mass. But when you need to reach special 
groups ... oil men... railroaders . . . contractors 
... farmers ... what then? They all speak a dif- 
ferent lingo ! 

There is only one answer: experience. It takes 
years to know these buying groups... how they 
think ...what they read...how they sell... 


SUMMONS ALL PURPOS 
Wat! wih BED ENDS 


The Buchen Company has 29 years of this ex- 
perience. It directs advertising to more than a 
hundred different market classifications . . . sells 
through more than 800 different publications. It 
talks the language of buyers ranging from tele- 
phone linemen to ice cream vendors. 

Your own markets, consumer or industrial— 
The Buchen Company has known them intimately 
through three decades. This long experience is 
hard to match...so are the sales it produces. 


on Smaties sobs of SO1L STABILIZATION! 


| 
i 
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Signode Steel Strapping Company Simmons Company 
grain doors for railroads and grain elevators steel furniture and sleep equipment for hospitals 











Wha? happens when you Facreate your Crease! 


Cherry-Burrell Corporation 
a You ow Better Butter / 


milk pasteurizers and other equipment for 
the dairy industry 


National Committee for LP-Gas Promotion 
iquefied petrol gas for ial establishments 








4 FUTURE TO SHARE 


par 


The Mansfield Tire & Rubber Company 
tires for automotive and tire chain stores 


experience 


te HOUSEHOLD 


dalince our budget 


In Advertising to 
Capper Publications 


GCrecial Wifi for instance 


Here are typical advertisements 
which The Buchen Company prepared 
to help its clients reach special markets. 


The Bastian-Blessing Company 
Ps a ae ipment for 
drug and variety chain stores 


point dealers 


ne 
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J.P. Secbung Corporation ‘ (S ‘ y 
music systems for and television dealers cs ‘ 

4 Ste 


Des Moines Register & Tribune 
newspaper for the Iowa market 





Specialists in durable goods and services 
for home, farm, and industry 


Uarco Incorporated 
business forms for paint dealers 


3 Ok On cB Cpa tee OR OBAY esa Oe DAILY NEWS BUILDING, CHICAGO 








sales promotion 


comment on catalogs 


exhibits / motion pictures 
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foremost 


four most 


read it 
Study it. 
get it 


use it! 
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the material in this 
pocket means money 


im your pocket 





Ten ways to back your dealer 


® A SALES KIT within a sales kit 
Mitchell Mfg. Co., 
has aimed at distributors and dez 


to 


what 


ers win their promotional su 


port 
Mitchell, a manufacturer of roc 
conditioners for offic 


all stores, 


yy 


1S 


Chicago, 


al - 


ig 


ym 


"eS 


and homes, has put together a mas- 


sive 11x14” folder crammed 
iids of all kinds. Channel 
through the kit 
tains 20 sales aids and 12 pages 
how to use the 
Instructions are illustrated with ti 
of the 
“kit 


sales 
distributors, co 


instructions on 


sales literatu 


kit” 


ins actual 


The within a is a sm 


with 


ed 
n- 
of 
m 
p- 
re. 


all 


(915x12”) version of the big kit . . 


Avalanche... Ki! 


ideas 


booklets / direct mail 


slide films / sales helps 


Kit within a Kit 


Mitche 


thing new 


Mia ‘o.'s 


inserted in the big kit and stuffed 
with duplicates of sales aids in the 
big kit. The distributor can arrange 
to have the smaller kit sent to his 
dealers. 
Ten 
cluded: 


1. Three mail pieces to be sent 


kinds of sales aids are in- 


out at intervals during a one-month 
mail campaign. The dealer can 
supply his own names or pay Mit- 
chell to compile a list for him 
made up of business firms, profes- 
sional men and families. 

2. A window decal and a window 
streamer. 

3. A 


press. 


for the local 
The local dealer is quoted 
on the subject of heat’s harmful ef- 
fect on the human heart. He pre- 
scribes the company’s air condition- 
er as a sensible remedy. 

4. Technical catalog sheets. 


5. A folder of newspaper mats 


news release 


available from the company. 

6. A booklet which is a visual di- 
gest of the company’s sales training 
film. The film itself is shown by 
distributors to their salesmen. 

7. Another booklet about 
“Weath’r-Dial” 
ment panel, a component part that 
Mitchell salesmen carry in portable 
. minus the actual air condi- 


the 


company’s instru- 


cases . 
tioner. 

8. A survey form used by sales- 
men to persuade store owners and 
business men of cost savings result- 
ing from installation of air condi- 
tioning. 

9. Several different types of sales 
literature. Give-away pamphlets, 
with space for the dealer’s imprint, 
range in elaborateness from simple 
folded sheets to 12 pages die-cut in 





aya ’ 
Viyecsy” HELPS Yoy Ger 


A BiGG: 
ER Shane Or ToDay’s BUSINESS 


“HOW N.E.D. HELPS YOU GET A BIGGER 
SHARE OF TODAY’S BUSINESS” 


.. has a real story behind it. It will enable every man who likes to base 
decisions on facts to appraise the job that N.E.D. can do. It gives you 
up-to-date information on: 


e N.E.D.’s facilities for keeping pace with rapid changes in industry. 
s @ the size and type of plants covered. 
66,400 COPIES a ee ee ee Oe eg am 
(total distribution) e industries we reach and their relative importance. 


@ the men who read N.E.D. and their job functions. 


@ the response produced from readers and the actual buying 
action which has resulted. 


If you would like to have a copy, drop us a line. It will be mailed 
immediately. 


A PENTON — 


CCA! 
1213 West Third Street 
Cleveland 13, Ohio 
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the form of an air conditioning unit 

10. A booklet describing the phys- 
iological effects of heat on the hu- 
man body 


Included in the kit is a form 


which the distributor or dealer can 
use in ordering separate items or 
variations of the complete kit 
Howard Haas is Mitchell’s adver- 


tising directo 





Produce business charts 
with a minimum of bother 


A kit that makes easy work of 
chart creation is now on the market. 
It consists of a plastic board plus 
28 different patterns of pressure- 
sensitive tape on separate rolls. This 
simple equipment can be used by 
almost anyone in sales, advertising 
or production departments . . with 
or without draftsmanship ability 
to make columnar, bar, line and 
curve charts depicting business 
trends 
1/16” and 1/32” 


wide, serve as lines and curves 


Narrow tapes, 


These are supplied in colors and 
The kit is pro- 
Chart-Pak, Stamford 


two printed styles 
duced by 


Conn 


Wolverine booklet praising 
wholesalers goes fast 


®@ ONE INDUSTRIAL advertiser is im- 
proving relations with his whole- 
salers . . and improving their busi- 
ness and his . . by means of a book- 
let 

The booklet, entitled “What's a 
Wholesaler?” explains the function 
of the wholesaler and why he and 
his salesmen are valuable and im- 
portant to the customer. Wolverine 
Tube Division, Calumet & Hecla 
Consolidated Copper Co., Detroit, 
prepared the booklet and offered it 


8 /'n dustrial Marketir 


in quantity to wholesalers without 
charge for distribution to customers 
An initial printing of 10,000 was ex- 
hausted in six weeks. 

The booklet urges customers to 
from 
busi- 


much as_ possible 
Backed up by 


ness publication advertising, it in- 


buy as 


wholesalers. 


cludes reprints of a series of ads 
devoted primarily to explaining and 
promoting the wholesaler and put- 
ting premotion for Wolverine itself 
in a secondary role. 

















Puritan uses sex to 


help sell chemicals 


Sex .. a revolutionary appeal in 
advertising of the sanitary supply 
industry has been used in a new 
half-inch thick catalog issued by 
Puritan Chemical Co., Atlanta. The 
unglamorous line of products, in- 
cluding industrial floor cleaners, in- 
secticides and janitor equipment, 
has been enlivened with illustra- 
tions of pretty girls. 

Puritan explained in a letter to 
editors: “If 
you have ever seen catalogs pro- 


business publication 


LIQUID SEWER SOLVENT 


rel oe 
PM RPE 


SEWER SOLVENT FLAKE 


Sex Appeal? . . Puritan Chemi 


pel 3 im; II in 1 


duced by members of the sanitary 
supply industry, you know that they 
are generally dull and uninterest- 
ing. Now along comes a com- 
pany to upset the applecart .. a 
company who dares to use sex to 
help sell chemicals!” 

Crediting the catalog with an at- 
mosphere “of sincere warmth and 
Vice-President Ted 
Fisher, in charge of sales, said that 


friendliness,” 


it had drawn “very positive reac- 
tions from prospective customers in 
the form of unsolicited congratula- 
tions.” The project was supervised 
by Bearden-Thompson-Frankel Ad- 
vertising Agency, Atlanta. 


arton for chemicals 


Two for One. . © 


iealer unter display 


Product shipped in dealer 
counter display carton 


A shipping carton that converts 
into an effective dealer counter dis- 
play is being used by a wood-treat- 
ing chemicals company to boost sales 
of its wood preservatives, which are 








er wteel Processing 


Clear the way for your salesmen by letting 
STEEL PROCESSING “open the door’ to the 
officials and operating personnel of forging, 
pressworking, welding and heat treating 
operations. 

STEEL PROCESSING can do the job quickly 
and thoroughly for you. No other business paper 
in the field offers more economic and complete 
coverage of the important buying factors in this 
enormous market. 

STEEL PROCESSING circulation is carefully 
audited (CCA). The result—you can be sure the 
7500 copies distributed monthly reach key 
plant executives, managers, production man- 
agers, general and department superintendents, 


'salesmen 


to the men who 
influence buying 
in the steel 
processing industry 


foremen, metallurgists and purchasing agents. 

STEEL PROCESSING is presented in shop 
language and written exclusively for the proc- 
essor of steel. 

STEEL PROCESSING is the sure way to “open 
the door” for your salesmen—with well-directed 
advertising. 

Use it regularly! 


Steel Processing 


Published by 
STEEL PUBLICATIONS, INCORPORATED 


4 Smithfield Street © Pittsburgh, Pa. 
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WHAT CUT THIS 
“SOUND DETECTIVE” 


\ 


~N 


~ 


f" 
IN HALF... and widow ts malat ? 


At right is General Radio's re- 
designed sound level meter... 
a slim, easy-to-carry eleven 
pound instrument that actually 
performs better than the older 
model shown beside it. 


SUBMINIATURE 
ELECTRON TUBES 


THE ANSWER IS: 


This is a story with a thousand echoes... because 
it's happening to all sorts of products. The sound 
level meter is an instrument that measures noises. It 
traces the mutter of a part inside a machine... 
measures the noise level of consumer products to 
help quiet them. It was selling well for many impor- 
tant jobs in lab, school and field, when the sub- 
minature electron tube, no thicker than a pencil, 
appeared on the horizon. 

This tiny tube, perfected for use in handie- 
talkies, guided missiles and gun fire computers, was 
rugged enough to ride a jeep . . . stabler than 
bigger tubes. It could trim down the 22 pound 
meter (a bit hefty on field trips). Could it make it 
perform better, too? The engineers met that chal- 
lenge. They cut size and weight in half . . . added 


wider range, greater stability, an easier-to-read 
panel, a feather-light aluminum case... . all without 
materially increasing the cost. Result: sales are 
booming. 

It's easy to see why subminiature tubes are 
the focus of a great area of movement in electrical 
product development. They're in hearing aids, 
analog computers, dictating machines .. . sparking 
the re-design of scores of instruments. And they 
have a big future in industrial control. ELECTRICAL 
MANUFACTURING speeds information to the de- 
velopment engineers . . . suggests new applications 
of the mite-size tubes ... . shows the successful solu- 
tion to technical problems of re-design. The editors 
have made subminiature tubes a major editorial 
topic because 


IT’S AN Lec romechanical PROBLEM 





THIS STORY HAPPENED to be about a sound level meter . . . and subminia- 
ture tubes. It might have been about any of 1,900 different kinds of 
electrically operated products from a shaver to a steel shearer. It 
could have talked about a dozen different problems —each the focus 
of lively areas of movement. In no other field are there so many new 
ideas on the move, ready for application to new problems . . . chang- 
ing the face of industry and the way we live. 

The new design development rests directly on the engineers... a 
new breed today who combine electrical and mechanical knowledge 
to lick technical problems that are growing steadily more complex. 
They have help in that job... help they could hardly do without, 
in ELECTRICAL MANUFACTURING. It’s in the center of every 

The smaller unit takes the place new movement . . . digging up facts . . . showing the application of 

$f the Bigger ene shown here new ideas to practical product development and manufacture. No 

. with subminiature electron ° . ‘ : 

tubes helping to cut the size, other magazine so sharply focuses on this assignment. 

widen the range and improve That’s how ELECTRICAL MANUFACTURING makes a single 

manenen B = a market out of the whole diverse range of manufacturers of elec- 
trically operated machines, appliances and equipment. . . right 

at the level where the specifying’s done in more than 9,000 plants .. . 

at the level where a product gets into the design—and stays there! 

It’s the place to sell your product vigorously today . . . to make it 

move with America’s most dynamic market. 





WHAT...HOW...WHY? 


Every issue of ELECTRICAL MANUFACTURING Covers a wide range 
of design and engineering problems. In the current issue you'll find... 


: How engineering design and appearance design 
TUE were fused in a new hand mixer. 
ae i How to predict operating temperatures 
Heat Dissipation : P = 5 Pe 
of electrical and electronic components. 
Stainl S ' How straight chromium stainless can be 
ainless stee substituted for restricted nickel types. 


How new industrial-military standards 
could aid in selection. 


. How a small firm came up with an ingenious 
Cooling Tower Fan P 8 
answer to a tough electromechanical problem. 


Electrical 
Manufacturing 
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THE GAGE PUBLISHING COMPANY foal 


1250 Sixth Avenue, New York 20,N. Y. + Publishers to Industry Since 1892 
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sold in cans 

Wood Treating Chemicals Co., St 
Louis, packs its product in a card- 
beard container which has a visual 
inside. Al- 


though exactly like a regular ship- 


display printed on the 


ping carton in outer appearance, the 
box has cutting instructions on top 
which enable the dealer to open and 
fold the container creating a 
‘ounter merchandising unit without 
removing the product 

The carton is made by Hinde & 
Dauch Paper Co., Sandusky, O 
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all ten are in use. 

Thus, ten members of any audi- 
ence can register their lack of in- 
terest in the subject matter simply 
by pressing a button. This is done 
in complete anonymity, since the 
dial does not show which buttons 
are in use. The buttons can be op- 
erated by hand or foot. 

Either the speaker himself or an 
observer keeps watch on the meter, 
noting peaks and valleys in audi- 
ence interest. The observer can key 
these readings into the script for 
The speaker 


can change the subject if he finds 


future interpretation. 


attention dropping off. 

This system can be used as a rap- 
id, secret voting device at confer- 
ences and board meetings, as well 
as a prod to lectures in training 
Product is made by Har- 
Evanston, IIl., and sells 


programs 
wald Co., 


for $45. It operates on batteries. 


> man 

3s for 

paper 

sizes 

w. This 
by Equit 

id City, N. Y. 











Product Seals. . 


Push-button device prods 
dull salesmen . . anonymously 


Spoken sales presentations can be 
pre-tested for interest by means of 
a new electric meter device called 
“Group Thinkometer.” The device 
consists of ten push-buttons con- 
nected by long wires to a mete 
that indicates how many of the but- 
tons are being used 

A member of the audience sits by 
each of the buttons. If he presses 
his button, the meter reading de- 
clines by one-tenth, remaining that 
way for as long a time as the but- 
If other members of 
their butters, the 


meter drops one-tenth for each but- 


ton is press “d 


the audience press 


ton pressed . . registering zero when 
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Motorola admen urge business 
publications to merchandise 
® CHICAGO Two advertising ex- 
ecutives of Motorola, Chicago, have 
urged business publication publish- 
ers to take a tip from general mag- 
azines on how to merchandise their 
services 
They 


their salesmen at a meeting of the 


addressed publishers and 


Chicago Business Publication Asso- 
ciation. 

Ellis L. Redden, advertising man- 
ager of all Motorola advertising, as- 
serted: 

“You don’t do a comparable job 
with general magazines in acquaint- 
ing us with why your publication is 
valuable to us. More business pub- 
lications should make surveys to 
prove readership and merchandise 
the survey results to us.” 

A space salesman in the audience 
asked Mr. Redden if he 
that the 


publications, in 


didn’t think 
lower rates of business 
comparison with 
general magazines, were the reason 
for relatively less merchandising 
ind service. Mr. Redden turned the 
question over to Reg Mars, adver- 
tising manager of Motorola’s com- 
munications and electronics division 
radio. 

Mr. Mars renlied that Moctcrola 
holean dia orelntigely ainw arabes ont 


cations into consider- 


which includes two-way 


business publ! 


ation but nevertheless expects them 


to produce more merchandising and 
more proof of readership. 

“Big publishers in the business 
publication field are doing a good 
merchandising job, but there are 
many weak sisters that need to be 
“And if the 
improvement doesn’t come, Motorola 
will rely more heavily on direct 
mail.” 

Mr. Redden had his listeners pay- 
ing close attention when he declared 


improved,” he said. 


that “consumer magazines are 
really trade magazines, too,” for 
they are read by retailers and their 
salesmen as well as by the public. 

But he demonstrated that busi- 
ness publications have a_ strong 
place in Motorola’s $12,000,000 ad- 
vertising program by showing, in an 
easel presentation, a long list of in- 
dustrial publications used by Mo- 
torola’s communications division, in 
addition to trade publications used 
by the radio and TV division to 
reach 32,000 dealers. 

He had two further suggestions 
to business publishers: 

“Don’t pile up your advertisers’ 
ads in solid blocks unrelieved by 
editorial material. That loses read- 
ership. We feel that when page 
after page of advertising appears 
without editorial carry through, we 
are not getting cur money’s worth. 
We have that problem with several 
publications.” 








Here’s the medium that’s honed 
razor-sharp in its news timing 
and precision. News with the 
whiskers scraped off, the way 
businessmen like it. The news- 
review that’s as complete as the 
manpower and worldwide 
resources of The New York 
Times can make it. Yes, of 


o 
course, it’s The New York Times 
Sunday REVIEW OF THE WEEK. dl Cll 
eee 


Trim off here and here, leaves 

a lot on top of the U.S. business 

market where most advertisers 

need it most. Specifically, the 

650 counties that account for 

92.9% of all U. S. manufactur- 

ing. 94% of its 1,100,000 circu- 

lation is in these $10-million-or- 

better markets, reaching the 

heads of top-income families, 

the men who run American busi- | 

ness and industry, the men who d [ll fl] 

regularly read The New York as 

Times REVIEW OF THE WEEK. 
It will make your present pro 
gram tingle with new life! Buy 
it for the news impact it gives 
your advertising that you can’t 
get in media with longer closing 
dates. Buy it for“its lowest cost 
per thousand” in reaching busi- 
ness executives. REVIEW OF THE 
WEEK, published every Sunday 
with THE NEW YORK TIMES. 


THE NEW YORK TIMES REVIEW OF THE WEEK —NEW YORK, BOSTON, CHICAGO, DETROIT, LOS ANGELES, SAN FRANCISCO 
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THE RECORD SPEAKS FOR 


. +. on MARKET COVERAGE: Architect and engineer subscribers to a 


Architectural Record verifiably design—and specify the products that go into- 
83° of the total dollar volume of all architeet-engineer designed buildings. 


--. on CIRCULATION: Architectural Record’s architect and engineer 


circulation is at an all-time high 

--.on READERSHIP: [n recent years architects and engineers have voted 
Architectural Record their preferred magazine in 36 out of 42 readership 
studies sponsored by advertisers and agencies, 


--.on EDITORIAL QUALITY: Behind the steady preference of architects 


and engineers for Architectural Record is the unequalled quality of its 





editorial service to them: 


Architectural Record is the only magazine that is edited solely for 


architects and engineers: 





it is the only magazine whose editorial emphasis on specific types of buildings 
is scientifically timed by means of F. W. Dodge statistical summaries 


of building planning activity to be of constant maximum interest to its readers: 


and it is the one magazine whose editorial content is scientifically 
balanced (with the aid of Dodge Reports) in terms of the known broad 
interest of active architects and engineers in all types of buildings 
both nonresidential and residential. 


--.on EDITORIAL QUANTITY: Architectural Record has consistently combined 
unequalled editorial quality with unequalled editorial quantity. In the first 

six months of 1952 the Record served its readers with 812 editorial pages. 

69% more editorial pages than the next architectural magazine, and the 

biggest six-month editorial volume to appear in any architectural 


magazine in ten years. 


...on ADVERTISER PREFERENCE: Vanufacturers of building products and 
their agencies have responded to Architectural Record’s top advertising 
values year after year by buying more space in the Record than in any 

other magazine in its field. In the first six months of this year 497 
manufacturers (two-thirds of all the advertisers in national architectural 
magazines) bought 1436 pages of advertising in the Record, 51° more 
advertising pages than were carried by the second-place publication, and 86% 
more than the volume of the third publication. 


..- on COST: You reach the most active, most concentrated, and most 
attentive audience of architects and engineers at the lowest cost per page 


per thousand in Architectural Record. 


The Record speaks for itself. At every basic point of magazine comparison 
the facts point to one magazine, Architectural Record, as the right magazine 
for your building product advertising to architects and engineers. 


F.W. DODGE 


r \@ Architectural Record 


Workbook of the active architect an g ; 
CORPORATION orkbook of the active architect and engineer 


119 West 40th St 
New York 18. N.Y 
LOngacre 3-0700 








Portola Junior High School 

£1! Cerrito, California, first 
presented to architects and 
engineers in Architectural Record. 
Architects: Miller & Warnecke 
Photographer : Julius Shulman 














1951 1942-1946 
rank rank 
(dollars) (no. of pages) 





U. S. Rubber Co. - 


du Pont de Nemours & Co.., Inc., E. L 


Remington Rand Inc. _.. 
Union Carbide & Carbon Corp. 
Owens-Illinois Glass Co. 
Trent Tube Co. : 
American Cyanamid Co. 
Worthington Corp. 
Bethlehem Steel Co. 
Goodrich Co., B. F. . 
Allied Chemical & Dye Corp. 
Timken Roller Bearing Co. 
Johns-Manville Corp. 

Texas Co. __ 
Pittsburgh Plate Glass Co. 
Link-Belt Co. 


oe@eoe ntawe8own = 


_— 
= 


What 489 biggest advertisers 


spent on business papers in ’51 


® NEW YORK Expenditures it 
business publications during 1951 
by 489 leading advertisers are listed 
in a report olf a new stud) 
pleted by Associated Business Pub 
lications 

ABP said that the s:udy provides 
an exchange of information helpful 
to the advertiser who wants to chart 
his position in the field, aids in for- 
mulating (and selling management 
on) advertising budgets and allows 
a comparison of investments in all 
major media with other studies now 
available 

The need for the study, ABP said, 


was shown by the heavy response 
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pulled by a mailed questionnaire: 
It was mailed to 2,300 advertisers 
(parent companies and divisions), 
requesting advertising volume fig- 
ures 

The bulk of the report is a listing 
of expenditures furnished by busi- 
ness publication advertisers them- 
selves. A minority of the listings, 
114 out of 489, have been estimated. 
These are expenditures of compa- 
nies known to be large users of 
business publications, but on whom 
specific space cost data is not avail- 
able 

Expenditures of each company on 


the list is $50,000 or more. Expend- 


Rankings. . 
irgest expend 
I with 
study (IM, Fek 
lier study showed page 
study shows expendi 
llel leaders 
n far 


Remingt 


See tabulation 
on following pages 


itures, actual and estimated, for the 
489 companies totaled $74,051,817. 
This is 28.3% of the estimated total 
investment in business publications 
in 1951 .. a figure set at $262,000,000. 

ABP will make a second study for 
1952. 

The list of 489 advertisers and 
their expenditures for business pub- 
lication advertising follows. Ex- 
penditures of subsidiaries and com- 
pany divisions have been included 
in with the over-al] parent company 
total. Where figures could not be 
obtained from the company, esti- 
mated expenditures are listed with 
an asterisk. 
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A perfect 
follow-up for 
industrial 
advertising 


Your advertising tells prospects about the 
merits of your products... convinces many to 
buy immediately. Will they know who 

your distributors are, where they’re located? 


Give them all this information through 
Trade Mark Service in the ‘yellow pages’ 
of the telephone directory. 


Trade Mark Service displays your trade-mark 
or brand name over a list of your local 
distributors, their addresses and telephone 
numbers. It is available in every market 
across the nation... or in selected localities. 





To make your advertising pay more dividends, put 
a line in your ads like, “See the ‘yellow pages’ of 
the telephone directory for our local distributor.” 
That’s the perfect follow-up that means 

increased sales. Your distributors will go for it! 


For further information call your local telephone business office 
or see the latest edition of Standard Rate and Data (Consumer Edition) 





Company 


Company 
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General Electric Co. 
Westinghouse Electric Corp. 
General Motors Corp. 
Allis-Chalmers Mig. Co. 
Bendix Aviation Corp. 

U. S. Steel Co. 

Aluminum Co. of America 
Merck & Co. 

Eastman Kodak Co. 

U. S. Rubber Co. 

du Pont de Nemours & Co. Inc., E.I. 
Remington Rand Inc. 

Union Carbide & Carbon Corp. 
Owens-Illinois Glass Co. 
Trent Tube Co. 

American Cyanamid Co. 
Worthington Corp. 
Bethlehem Steel Co. 
Goodrich Co., B. F. 

Allied Chemical & Dye Corp. 
Timken Roller Bearing Co. 
Johns-Manville Corp. 

Texas Co. 

Pittsburgh Plate Glass Co. 
Link-Belt Co. 

Dow Chemical Co. 
International Harvester Co. 
Celanese Corporation of America 
Curtis Publishing Co. 
Rockwell Mfg. Co. 

Sinclair Refining Co. 
Koppers Co., Inc. 

Brown Co. 

Republic Steel Corp. 

Robbins & Myers, Inc. 

The Electric Auto-Lite Co. 
Anaconda Copper Mining Co. 
National Distillers Corp. 
Goodyear Tire & Rubber Co. 
Smith, Kline & French Labs. 
American Chain & Cable Co. 
Norton Company 

Armstrong Cork Co. 

Babcock & Wilcox Co. 
Fairbanks, Morse & Co. 


American Telephone & Telegraph Co. 


Chrysler Corp. 

Minnesota Mining & Mfg. Co. 
Blaw-Knox Co. 
Socony-Vacuum Oil Co. 
International Nickel Co. 
Abbott Laboratories 
Monsanto Chemical Co. 
Crane Co. 

Wagner Electric Corp. 
American Brake Shoe Co. 
Baldwin-Lima-Hamiiton Corp. 
The Carborundum Co. 
Fruehauf Trailer Co. 

Esso Standard Oil Co. 
Thermoid Co. 

Tinnerman Products, Inc. 

U. S. Plywood Corp. 

Gulf Oil Corp. 

Chain Belt Co. 

Radio Corp. of America 
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$1,600,000. 
1,540,500.° 
1,112,500. 
1,039,700.* 
915,900. 
830,000. 
791,500. 
750,000. 
750,000. 
648,900. 
616,500. 
598,400. 
576,800. 
565,000. 
539,000. 
534,400. 
$30,000. 
475,500. 
462,900. 
454,400." 
453,800. 
425,000. 
424,400. 
410,000. 
409,000. 
402,700. 
380,200. 
374,300. 
370,000. 
368,300. 
361,000. 
360,000. 
350,000. 
334,600. 
327,000. 
325,000. 
325,000. 
322,400. 
319,700. 
310,000. 
309,000. 
301,000. 
300,000. 
300,000. 
300,000. 
298,000. 
298,000. 
295,000. 
290,000. 
283,000. 
273,000. 
272,000. 
262,000. 
260,000. 
259,000. 
257,400. 
256,600. 
255,600. 
253,000. 
250,000. 
250,000. 
238,000. 
225,000. 
223,600.° 
223,200. 
222,600.° 


108 
109 


111 
112 
113 
114 
115 
116 
117 
118 
119 
120 
121 
122 
123 
124 
125 
126 
127 
128 
129 
130 
131 
132 


Revere Copper & Brass, Inc. 


General American Transportation Corp. 
American Radiator & Standard Sanitary Corp. 


Harnischfeger Corp. 


Minneapolis-Honeywell Regulator Co. 


A. H. Robins Co. 

Inland Steel Co. 

Standard Oil Co. of Indiana 
Hercules Power Co. 

Dresser Industries, Inc. 

John A. Roebling’s Sons Co. 
Jeffrey Mig. Co. 

Standard Oil Co. of New Jersey 
Conmar Products Corp. 
Allegheny Ludlum Steel Corp. 
Grinnell Company 

American Steel Foundries 


Food Machinery & Chemical Corp. 


National Lead Company 
National Supply Co. 

McGraw Electric Co. 
Sylvania Electric Products Co. 
The Girdler Corp. 

Mack Mig. Corp. 

Air Reduction Sales Co. 
Stewart-Warner Corp. 

The Electric Storage Battery Co. 
The L. S. Starrett Co. 

Jenkins Bros. 

Mack Trucks, Inc. 

Otis Elevator Co. 
Libbey-Owens-Ford Glass Co. 
Caterpillar Tractor Co. 

Yale & Towne Mfg. Co. 
Standard Pressed Steel Co. 
Ford Motor Co. 

Buffalo Forge Co. 

Crown Cork & Seal Co. 
Gaylord Container Corp. 
Chicago Tribune 

Reynolds Metals Co. 

Brown & Sharpe Mig. Co. 
Youngstown Sheet & Tube Co. 
National Stee] Corp. 
Gardner-Denver Co. 

Black, Sivalls & Bryson, Inc. 
Borg-Warner Corp. 

Osborn Mfg. Co. 

Sun Oil Co. 

Barber-Coleman Co. 

Sperry Corp. 

Continental Can Co. 

Simonds Saw & Steel Co. 
Shell Oil Co. 

Hastings Mfg. Co. 





Combustion Engineering Superheater Co. 


Sangamo Elec. Co. 
Raybestos-Manhattan, Inc. 
Foster Wheeler Corp. 
Colorado Fuel & Iron Corp. 
Ingersoll-Rand Co. 

Torrington Co. 

Sharon Steel Corp. 

Cincinnati Milling Mochine Co. 
Iowa Manufacturing Co. 
Johnson & Johnson 


220,000. 
220,600.* 
216,800.° 
212,900.° 
211,300.* 
208,500. 
207,300. 
203,000. 
201,300. 
200,700.* 
200,500.* 
200,000. 
200,000. 
200,000. 
198,100.* 
195,000. 
194,000. 
193,000. 
191,100. 
191,000.* 
189,200.* 
188,300.* 
187,000. 
187,000. 
184,700.* 
183,900.° 
180,000. 
180,000. 
180,000. 
179,100.° 
179,000. 
177,900. 
177,500.° 
177,000. 
176,000. 
172,300. 
172,000.° 
170,500. 
170,000. 
170,000. 
166,000. 
165,000.° 
163,000.° 
162,900.° 
160,200. 
160,000. 
160,000. 
160,000. 
158,300.* 
158,200.° 
157,300.° 
155,700.* 
155,600.* 
155,000. 
155,000. 
154,500. 
152,000. 
152,500." 
152,100.* 
151,700.* 
151,000.° 
150,300.° 
150,000. 
150,000. 
150,000. 
150,000. 











BE SURE 
TO VOTE 
NOVEMBER 4 











"Let's wait till we see how 
the election turns out." 


Ever since the days when the early Stone Age 
dwellers ventured forth from their caves, men 
have been inventing reasons for avoiding action. 
Yet the lessons of history have taught us that a 
week later, a month later, or even years later 
there will always be just as many seemingly valid 
excuses for delay. 


Sometimes failure to act is unimportant... or 
procrastination simply delays progress for a 
while. But there are occasions when a “wait 
and see” attitude can cause us to miss the 
boat entirely. 


This is one of those times. 


America has entered a decade of opportunity. 
Economic forces are at work which (regardless 





of political developments) are bound to produce 
a greatly expanded economy. By 1960, there will 
be 18,000,000 more people to house and clothe 
and feed. There will be 5,400,000 more families 
demanding automobiles, refrigerators, television 
sets and the countless other products of indus- 
try. To serve these millions, thousands of new 
plants will be built, filled with new equipment 
and consuming vast amounts of materials 


and supplies. 


The 1950’s are a decade of opportunity ... the 
markets of 1960 will be tremendous. But this is 
a moving, growing opportunity. It calls for 
action today. The companies which are planning 


now... and advertising now ... will be strides 


ahead of competition in the years ahead. 
PUBLISHING 


ae PENTO COMPANY 


PENTON BUILDING ¢ CLEVELAND 13, OHIO 























Company Amount Company Amount 

133 Nopco Chemical Co.., Inc. 150,000. 200 Hearst Publishing Co. 118,000. 
134 S. K. F. Industries 150,000. 201 Hewitt-Robins, Inc. 116,700.* 
135 Gar Wood Industries 150,000. 202 Walworth Co. 116,400.* 
136 Chicago Pneumatic Tool Co. 149,000.* 203 Wellington Sears Co. 116,000. 
137 Clark Equipment Co. 148,600." 204 United Shoe Machinery Corp. 116,000. 
138 Van Norman Co. 147,800.° 205 Globe-Union, Inc. 115,200. 
139 Black & Decker Mig. Co. 145,600. 206 Norfolk & Western Railway 115,000. 
140 Pfizer & Co., Chas. 145,100.°* 207 American Optical Co. 113,200.° 
141 Hyster Co. 144,700. 208 Veeder-Root, Inc. 112,800.* 
142 Armour & Co. 144,200.* 209 Goodali-Sanford, Inc. 111,400. 
143 Lyon Metal Products, Inc. 144,000, 210 Graybar Electric Co. 111,000. 
144 Allen B. Dumont Lab., Inc. 143,500. 211 Jones & Lamson Machine Co. 111,000. 
145 Warner & Swasey Co. 143,000. 212 Jaeger Machine Co. 110,000. 
146 Cities Service Co. 141,400. 213 Snap On Tools Corp. 110,000. 
147 Gisholt Machine Co. 141,300.*° 214 Houdaille-Hershey Corp. 110,060. 
148 Archer-Daniels-Midland 140,000. 215 Thomas A. Edison, Inc. 110,000. 
149 Yarnall-Waring Co. 140,000. 216 Day Brite Lighting Co. 110,000. 
150 National Starch Products, Inc. 140,000. 217 American Hoist & Derrick Co. 110,000. 
151 Carpenter Steel Co. 139.600.° 218 American Gas Association 110,000. 
152 U. S. Industrial Chemicals Co. 139,000. 219 National Elec. Products Corp. 109,000. 
153 Armco Steel Corp. 138,500.* 220 Lincoln Electric Co. 108,400.° 
154 Bucyrus-Erie Co. 137,200.*° 221 The Heil Co. 108,000. 
155 William Wrigley Jr., Co. 137,100. 222 Formica Co. 107,100. 
156 Corn Products Refining Co. 137,000. 223 Cleveland Worm & Gear Co. 107,000. 
157 Corning Glass Works 137,000. 224 National Aluminate Coro. 107,000. 
158 Square D Co. 136,200.* 225 Standard Oil Co. of California 107,000. 
159 Ohio Brass Co. 136,000. 226 Rust-Oleum Corp. 106,300. 
160 American Air Filter Co. Inc. 135,0C0. 227 Champion Spark Plug Co. 106,100. 
161 Pennsylvania Salt Mig. Co. 135,000. 228 LeBlond Machine Tool Co., R. K. 106,000.* 
162 American Seating Co. 133,000. 229 Chicago Bridge & Iron Co. 105,000. 
163 Blackhawk Mig. Co. 133,060. 230 Anheuser-Busch, Inc. 104,500. 
164 Oakite Products, Inc. 132,900.* 231 Ramsey Corp. 104,100. 
165 Atlas Powder Co. 132,600. 232 Okonite 104,000. 
166 Fedders-Quigan Corp. 132,600. 233 Avco Mfg. Co. 103,200.* 
167 The Buda Co. 131.300. 234 Douglas Aircraft Co. 103,000. 
168 Ceco Steel Products Corp. 130,000. 235 Tide Water Associated Oil Co. 102.900.* 
169 Landers, Frary & Clark 130,000. 236 Fenwal, Inc. 102,000. 
170 New Britain Machine Co. 130,000. 237 Phillips Petroleum Co. 102,000. 
171 Pittsburgh Corning Corp. 130,000. 238 A. P. Controls Corp. 100,800. 
172 H. K. Porter Co. 130,000. 239 The Liquid Carbonic Corp. 100,700. 
173 Sherwin Williams Co. 130,000. 240 Pangborn Corp. 100,600. 
174 The Udylite Corp. 127,000. 241 Sealed Power Corp. 100,400. 
175 Koehring Co. 126,300.°* 242 Allied Radio Corp. 100,000. 
176 Sundstrand Machine Tool Co. 126,100.° 243 Timken Detroit Axle Co. 100,000. 
177 Walker Mfg. Co. 126,000. 244 Scovill Mfg. Co. 100,000. 
178 Toledo Scale Co. 125,000. 245 Baker Raulang Co. 100,000. 
179 A. O. Smith Corp. 125,000. 246 Bituminous Coal Institute 100,000. 
180 National Motor Bearing Co. 125,000. 247 Cameron Iron Works, Inc. 100,000. 
181 Mathieson Chemical Corp. 125,000. 248 Continental Supply Co. 100,000. 
182 IT-E Circuit Breaker Co. 125,000. 249 De Laval Separator Co. 100,000. 
183 Elliott Co. 125.000. 250 Dodge Mig. Corp. 100,000. 
184 Century Electric Co. 175,000. 251 Dravo Corp. 100,000. 
185 Reliance Electric & Eng neering Co. 124,800. 252 Enterprise Mfg. Co. 100,000. 
186 Owens-Corning Fiberglas Corp. 174,000. 253 Howell Electric Motors Co. 100,000. 
187 Excello Corp. 173,600." 251 The Seamless Rubber Co. 100,000. 
188 Rohm & Haas Co. 123,500.* 255 Lane Wells .Co. 100,000. 
189 Detroit Steel Products Co. 122,800. 256 Metals & Controls Corp. 10,000. 
190 Mallory & Co., P. R. 121,900.*° 257 Philadelphia Gear Works 100,000. 
191 Allen-Bradley Co. 121,000. 258 Reeves Pulley Co. 100,000. 
192 H. J. Heinz Co. 121,000. 259 Riker Laboratories, Inc. 100,000. 
193 Taylor Instruments Co. 120,000. 260 F. J. Stokes Machine Co. 100,000. 
194 Jones & Laughlin Steel Corp. 120,000. 261 Underwood Corp. 100,000. 
195 Foote Bros. Gear & Machine Corp. 120,000. 262 The Visking Corp. 107.900. 
196 Automatic Electric Co. 170,000. 263 Cutler-Hammer, Inc. 99,600.° 
197 Carnation Co. 119,000. 264 Foxboro Co. 99,500.° 
198 Dayton Rubber Co. 118,100.* 265 Farrell Birmingham Co., Inc. 99,000. 
199 Gates Rubber Co. 118,100.* 266 Pullman, inc. 98,400.* 























the chemical engineer is fifty today 


Lusty infant, the chemical engineer 
back in 1902 to 


face a sea of challenge and change . . . 


uttered his first cry 


boom and depression, two World Wars, 
economic and social upheaval . . . with 
America’s production muscles burst- 
ing its clothes at the seams. 

Planner and builder, literally start- 
ing from scratch, he helped to pull his 
field, the Chemical Process Industries, 
out in front of all industry. For ex- 


ample, in the past ten years alone its 
plant has more than doubled . . . sales 
tripled. And there is no end in sight 
for a field that last year produced nezw 
commercially availiable chemicals at 
the rate of one every working day! 
Today a $57 billion business in out- 
put, spending almost 70 percent of this 
total — some § hilli — in new 
plants, equipment and raw materials 


... the CPI is a market few sellers can 


ignore. No more than they can ignore 


its production magazine CHEMICAI 
ENGINEERING, Whose editorial pages 
have recorded, interpreted and guided 
the progress of America’s fastest-mov- 
ing market. Find out now, specifically, 
what its volatile advertising pages can 
do for you 

Chemical Engineering (ABC * ABP) 
\ McGraw-Hill Publication 

330 West 42nd St., New York 36, N. Y 




















eC HERR EER 

















Company Amount Company Amount 
267 Irwin, Neisler & Co. 97,900. 334 Arvin Industries, Inc. 75,000. 
268 Union Oil Co. 97,100. 335 Chase Bag Co. 75,000. 
269 Atlas Press Co. 97,000. 336 Heyden Chemical Corp. 75,000. 
270 Weston Electrical Instrument Corp. 96,500." 337 Int tional Mi Is & Ch 1 Corp. 75,000. 
271 Nauonal Acme Co. 95,400. 338 Kearney James Corp. 75,000 
272 ‘ine Yoder Co. $5,000. 339 Kentile, Inc. 75,000. 
273 American Can Co. 93,600.° 340 Ohio Crankshaft Co. 75,000. 
274 American Car & Foundry Co. 93,300. 341 Parker Kalon Corp. 75,000. 
275 Johnson Bronze Co. 93,200. 342 Riley Stoker Corp. 75,000. 
276 Eimco Corp. 93,000. 343 Taylor Forge & Pipe Works 75,000. 
277 D. W. Onan & Sons, Inc. 92,900. 344 Disston & Sons, Inc., Henry 74,100.° 
278 Reed Roller Bit Co. 92,200. 345 Bemis Bros. Bag Co. 73,100.° 
279 The Trane Co. 92,100. 346 Denison Engineering Co. 73,000 
280 Nash Kelvinator Corporation $2,100.° 347 Gillette Co. 73,000. 
281 Sponge Rubber Products Co. 92,000. 348 Raytheon Mig. Co. 71,100.° 
282 S. S. White Denial Mig. Co. 92,000. 349 American Laundry Machinery Co. 71,000. 
283 McQuay Norris Mig. Co. 90,100. 350 Cleaver-Brooks Co. 71,000. 
284 Chase National Bank 90,000. 351 Greenlee Bros. & Co. 70,600. 
285 Euclid Road Machinery Co. 90,000. 352 Surface Combustion Co. 70,100.° 
286 Robert Gair Co. 90,000. 353 Aeroquip Corp. 70,000. 
287 Naiional Electrical Mirs. Assoc. 90,000. 354 Chicago Metal Hose 70,000 
288 U. S. Hofiman Machinery Corp. 90,000. 355 Diamond Chain & Mfg. Co. 70,000 
289 The R. C. Mahon Co. 89,850. 356 Dorr Co. 70,000. 
290 Landis Machine Co. 83,100.* 357 Ethyl Corp. 70,000. 
291 Wallace & Tiernan Co. 83,100.° 358 Kimberly-Clark Corp. 70,000. 
292 Cummins Engine Co. 83,000." 359 The Marley Co. 70,000. 
293 Hooker Electrochemical Co. 88,900. 360 Pfaudler Co. 70,000. 
294 Chapman Valve Mig. Co. 85,200.* 361 Raymond Concrete Pile Co. 70,000 
295 Commercial Credit Co. 85,000. 362 Robertshaw-Fulton Controls Co. 70,000. 
296 Congoleum Nairn, Inc. 85,000. 363 A. E. Staley Mig. Co. 70,000 
297 Leeds & Northrup Co. 85,000. 364 Fafnir Bearing Co. 69,200.* 
298 Philadelphia Inqui 85,000. 365 Hinde & Dauch Paper Co. 69,000. 
299 Wm. Powell Co. 85,000. 366 Independent Pn Tool Co. 68,300. 
300 Russell, Burdsall & Ward Bolt & Nut Co. 85,000. 367 Firestone Tire & Rubber Co. 68,200." 
301 Sterling Electric Motors, Inc. 85,000. 368 The Lamson & Sessions Co. 68,200. 
302 Keasbey & Mattison Co. 84,900.° 369 Kennametal, Inc. 67,800.° 
303 The Weatherhead Co. 81,100. 370 Lunkenheimer Co. 67,700.* 
304 Cast Iron Pipe Research Assn. 82,600.° 371 Dentists Supply Co. 67,400 
305 Dewey-Almy Chemical Co. 82,000. 372 Brunner Manufacturing Co. 67,000 
306 Emerson Electric Mig. Co. 82,000. 373 Galion Iron Works & Manufacturing Co. 67,000 
307 Gerber Products Co. 81,500. 374 Superior Tube Co. 67,000 
308 Armstrong Machine Works 81,200.° 375 Syntron Co. 67,000. 
309 The Wheland Co. 81,000. 376 Macwhyte Co. 66.700.° 
310 Hammermill Paper Co. 80,750. 377 Kidde & Co., Walter 66,600.° 
311 Bridgeport Brass Co. 80.000. 378 Elastic Stop Nut Corp. of America 66,600.° 
312 Canada Dry Ginger Ale, Inc. 89,000. 379 Manning, Maxwell & Moore, Inc. 66,300.° 
313 Clearing Machine Corp. 80,000. 380 E. L. Bruce Co. 65,000. 
314 Diversey Corp. 80,000. 381 Cannon Electric Co. 65,000 
315 Fiske Bros. Refining Co. 80,000. 382 Dana Corp. 65,000 
316 Kold Hold Mig. Co. 80,000. 383 Electric Controller & Mfg. Co. 65,000 
317 The Master Electric Co. 80,000. 384 Federal Products Corp. 65,000 
318 Perfect Circle Co. 80,000. 385 Guardian Electric Mig. Co. 65,000 
319 Ridge Tool Co. 80,000. 386 Kohler Co. 65.000. 
320 Tyler Fixture Corp. 80,000. 387 Mergenthaler Linotype Co. 65,006. 
321 Wiegand Co. 80,000. 388 Rome Cable Corp. 65,000 
322 Westinghouse Air Brake Co. 79,500. 389 Royal Metal Mig. Co. 65,000. 
323 Cooper-Bessemer Corp. 79,200.° 390 Royal Typewriter Co. 65,000. 
324 Bausch & Lomb Optical Co. 79,100. 391 Sandoz Chemical Works, Inc. 65,000 
325 Kaiser Aluminum & Chemical Corp. 79,100. 392 Whitney Hansen Industries, Inc. 65,000. 
326 Dowell, Inc. 78,000. 393 Wheeling Corrugating Co. 64,600. 
327 The Rapids-Standard Co. 76,900. 394 General Tire & Rubber Co. 64,600.° 
328 Standard Brands, Inc. 76.400.° 395 Durez Plastics & Chemicals Co. 64,500. 
329 S. C. Johnson & Son, Inc. 76,100. 396 Breuer Electric Mfg. Co. 64,000. 
330 Eljer Co. 76,000. 397 Adams & Westlake Co. 63,800. 
331 Armstrong Blum Mfg. Co. 75,600.° 398 Lynch Corp. 63,600. 
332 Bull Dog Electric Products Co. 75,400.° 399 Singer Sewing Machine Co. 63,400 
333 Contai Corp ion of America 75.000. 400 Diamond Power Specialty Corp. 63,100 
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Serving a Huge, Prosperous, , 
Busy Market in the Rock 


Products Industries ESS 
ROCK PRODUCTS “sag 
deives, 3714 More Net Paid 


and is read by 










3329 More Producers 


than the second book in the field 
ROCK PRODUCTS RENEWAL 


PERCENTAGE IS 84.66% 


Source of above information: ABC Publishers 
Statements June 30, 1952 


ROCK PRODUCTS JUNE 30, 1952 
PUBLISHERS STATEMENT SHOWS 


Total Net Paid: 16,899 
Total Producers: 14,626 
Renewal Percentage: 84.66% 


* THE ROCK PRODUCTS MARKET 


Heavy sales of equipment and supplies are being 
made to the industries covered by ROCK PROD- 
ucts in 1953 
being ier than he 
Produ: of: Sand G 
Crushed Stone 
Cement 
Lime 
Gypsum 
Miscellaneous Non-Metallic Minerals 
Ready-Mixed Concrete 
Concrete Products 
OcK 3° S help Marke 
mation o' to you partme: w 
probabil our pl sales d 
m No on, omptly 


ent. 
courteously given. 





OUTSTANDINGLY FIRST IN 


e PAID COVERAGE 

e EDITORIAL QUALITY 

e VALUE TO READERS 

e ADVERTISING PULLING POWER 


ROCK PRODUCTS 


@ 


New York, Cleveland, Chicago, San Francisco, Los Angeles 





Amount 





Company Amount Company 
401 Seven-Up Co. 63.000. 445 Monroe Auto Equipment Co. $5,000. 
402 Reichhold Chemicals, Inc. 63,000. 446 Lewis-Shepard Co. 55,000. 
403 J. D. Adams Co. 62,600. 447 Fuller Brush Co. 55.000. 
404 Shelimar Products Corp. 62,500. 448 Farval Corp. $5,000. 
405 Stanley Works 62,300." 449 Farm Journal 55,000. ‘ 
406 E. F. Houghton Co. 62,000. 450 Bullard Co. 55,000. H 
407 Proto Tools 62,000. 451 Bcy State Abrasive Prod. Co. 55.000. : 
408 Henry Vogt Machine Co. 62,000. 452 Berkline Corp. 55,000. i 
409 Synthane Corp. 60,500. 453 Ampco Metal, Inc. 54,000. 
410 Ames Co., Inc. 60,000. 454 Bailey Meter Co. $1,000. 
411 Axelson Mig. Co. 60,000. 455 Willson Products, Inc. 53,200. 
412 Bear Mig. Co. 60,000. 456 M. W. Kellogg Co. 53,000. 
413 Beaunit Mills, Inc. 60,000. 457 Bell & Howell Co. 52,500. 
414 Bowser, Inc. 60,000. 458 Stuart Co. $2,200. 
415 Breeze Corp. 60,000. 453 Dollinger Corp. 52,000. 
416 Crouse-Hinds Co. 60,000. 460 Pioneer Rubber Co. 52,000. 
417 Driver-Harris Co. 60,000. 461 Tomkins-Johnson Co. 52.000. 
418 Firth Sterling Steel & Carbide Corp. 60,000. 462 Standard Register Co. $2,000. 
419 Four Wheel Drive Auto Co. 60,000. 463 George J. Meyer Mig. Co. 51,900. 
420 Gilbert & Barker Mig. Co. 60.000. 464 W. H. Nicholson & Co. 51,100. 
421 Kirk & Blum Mig. Co. 60,000. 465 Proctor & Schwartz, Inc. 51,000. 
422 National Twist Drill & Tool Co. 60,000. 466 Copperweld Steel Co. 51,000. 
423 Metropolitan Sunday Magazine Group 60,000. 467 American Monorail Co. 50,400.° 
424 Permatex Co. 60,000. 468 Boeing Aircraft Co. 50,400.* 
425 Servel, Inc. 60,000. 469 Block Drug Co. 50,000. 
426 Signode Stee] Strapping Co. 60,000. 470 Cleveland Container Co. 50,000. 
427 U. S. Vitamin Corp. 60,000. 471 Columbus Plastic Products, Inc. 50,000. 
428 Florida Citrus Commission 59.600. 472 De Walt, Inc. 50,000. 
429 Tung-Sol Electric, Inc. 59,000. 473 Elwell Parker Electric Co. 50,000. 
430 Sprout & Waldron Co. 58,700. 474 Emery Industries, Inc. 50,000. 
431 Eagle Picher Co. §8,500. 475 Forbes Lithograph Mfg. Co. 50,000. 
432 Philadelphia Bulletin 58,500. 476 Kearney & Trecker Corp. 50,000. 
433 Belden Mig. Co. 58.000. 477 Lock Joint Pipe Co. 50,000. 
434 Reo Motors, Inc. 58,000. 478 Marion Power Shovel Co. 50,000. 
435 Sonoco Products Co. 58,000. 479 Magnus, Mabee & Reynard, Inc. 50,000. 
436 Cleveland Twist Drill Co. 57,500.* 480 McKesson & Robbins, Inc. 50,000. 
437 Purclater Products, lnc. 57,000. 481 Minneapolis Moline Co. 50,000. 
438 Tus Seaver Co. 56.200. 482 Monarch Machine Tool Co. 50,000. 
439 Simplex Wire & Cable Co. 56.000. 483 Motor Products Corp. (Deep Freeze Div.) 50,000. 
440 Weyerhaeuser Timber Co 55.600 = ee ee — 
; ie 485 Simoniz Co. 50,000. 
441 Hanson-Van Winkle-Munning Co. 55,500. 486 Reeves Bros. Inc. 50,000. 
442 Nation's Business 55,300. 487 Schramm, Inc. 50,000. 
443 Procter & Gamble Co. 55.200." 488 K. R. Wilson 50,000. 
444 Clipper Mfg. Co. $5,000. 489 Young Radiator Co. 50,000. 








Simonson elected to head 
western business papers 


® LOS ANGELES . . Harry Simonson, 
Film World, has been elected presi- 
dent of the Western Society of Busi- 
ness Publications. Other officers 
are Carlton Darling, Patterson Bev- 
erage Gazeteer, v.p., and Louis 
Rangno, Jaffe Publications 

Elected to the board were Bill 
Clark, Gas Magazine; Frank How- 
att, Western Grower & Shipper. 
William Bowen, California Fashion 
Publications, outgoing president, 
joins the board, with Fred Russell, 
Western Motor Transport, a_ hold- 


over. 
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McGraw-Hill tests need 

for industrial service 

A field test is being 
conducted by McGraw-Hill Pub- 
lishing Co. to learn the saleability of 


@ NEW YORK 


a proposed special service for su- 
pervisors and foremen of industrial 
companies. 

The company said that the service 
will not be in the form of a business 
publication and that no advertising 
“will be sold in the format that is 
projected.” 

A rumor had been circulated that 
McGraw-Hill was purchasing Su- 
pervision Publishing Co.’s Super- 
vision but both publishers denied it 


Northern California re-elects 
O'Rourke chapter president 


® SAN FRANCISCO . . John J. 
O'Rourke, president, Alport & 
O'Rourke, San Francisco, has been 
elected to a second term of office as 
president of the Northern California 
chapter of the National Industrial 
Advertisers Association. 

Also elected to a second term as 
secretary-treasurer was Byron 
Helms, advertising manager, Victor 
Equipment Co., San Francisco. 

New vice-presidents elected were 
Hal Marquis, West-Marquis, San 
Francisco, and Ben Levinger, 


Schlage Lock Co., San Francisco, 





MACHINE DESICN 


is the only publication 
with complete information 
on all establishments 
in the U.S. with a design- 


engineering function 


*Information includes: 
¢ Location and size of establishment 
* Products designed and engineered 
* Number of Design Engineers employed 


Wherever products are being engineered... 


you’ll find key men reading eee 


ma \ 


MACHINE DESIGN, A Penton Publication, Penton Building, Cleveland 13, Ohio A 





Mary Beckman .. | 


Helen Hirst . . 


Emily Taylor .. 


How do women executives fit 


into industrial advertising? 


WwoMEN hold 
positions in three important phases 


® TODAY executive 
of the industrial marketing field. 
Several are advertising n sers of 
industrial companies, others serve 


in advertising agencies, and_ still 
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others in business publishing com- 
panies. 

In the nation as a whole, accord- 
ing to a recent study by the Wom- 
en’s Bureau of the Department of 
Labor, women hold 14% of the su- 


pervisory-level jobs in manufactur- 
ing, including publishing companies 
and research. This compares with 
a figure of 50° of the supervisory 
positions in department stores. 

What place do women occupy in 
the industrial advertising field? Not 
as large a place, perhaps, as they 
could have. The fact that so few 
women hold responsible positions in 
the field is less important than the 
fact that those who are in the field 
are doing an excellent job. And 
because of it, more women will un- 
doubtedly be given a chance to 
prove themselves alongside men 

in industrial advertising. 

Three women who exemplify the 
financial touch in the major phases 
of industrial advertising are Mary 
Beckman, vice-president, Franklin 
Fader Co., Newark agency; Emily 
A. Taylor, manager, advertising and 
sales promotion, Nopco Chemical 
Co., Harrison, N.J., and Helen Hirst, 
assistant to the vice-president, In- 
dustrial News, New 
York. 


Equipment 


Mary Beckman .. Would you go 
down into a manhole to get a case 
history? Here’s an adwoman who 
did. 

Ten years ago when Mary Beck- 
man was assistant advertising man- 
ager of a company which made elec- 
trical insulation, she fought for, and 
received, permission to go out with 
the trucks of a large user of the 
company’s product. The user was a 
public service company, with un- 
derground wires to maintain. 

Undismayed, Miss Beckman went 
down in the manholes herself to get 
case history material for sales and 
advertising purposes. 

With that kind of spirit, she was 
bound to succeed in industrial ad- 
vertising. She’s vice-president now 
of Franklin Fader Co., Newark ad- 
vertising and marketing counsel 
agency. 

Born in Galesburg, IIl., Miss 
Beckman grew up in Chicago, re- 
ceived a B.S. degree from North- 
western University and took a grad- 
uate course at Moser Business Col- 
lege. Her first job was a research 
job . . for a New York organization 
that gathered and analyzed statistics 
for the rayon industry. 

In 1939 she joined the Irvington 
Varnish & Insulator Co., Irvington, 





Sell where and when industry buys 





It's amazing 
how much industry buys 
from the pages of (fp 


A request for more information or the call 
of a supplier salesman may follow, but the 
product description in INDUSTRIAL 
EQUIPMENT NEWS sparks the sale... 
because a more convenient way to size up 
what’s new and available hasn’t been invented. 
What would you do if you needed the latest 
equipment, parts, materials? 

Working for a well rated firm, and having 
product selection authority, you would be 
getting IEN every month... at your request. 
As a reader you would know that IEN pub- 
lishes the most product news about the largest 
number of products in the most complete and 
reliable form ... more than 1,000 items a 
month. 


Naturally it is to IEN that you would turn 
to find products you need and for buying in- 
“JUST WAIT TILL | FINISH THIS ITEM.” formation about them. 


USE THIS COUPON FOR HELPFUL INFORMATION 
@ doesn’t have to guess The six items listed below are available in our Media Data 


alicia dollcl-laeen Zola Wiel ae lal-Mol) alate MM Mall Mi sellel-taiaelalclal Mell Mmiil 
information you_need to indicate how Industrial Equipment 


- 
about the sales it sparks. News can carry information on your products to all manu 


facturing industries 


Every month, on the back of the service slip 1—NIAA Report 4—Inquiry checking and 
sent with IEN, readers are invited to list 2COA Audit analysis work sheet 
products they have purchased recently as seen 3—The IEN Plan (how to.  5—Work sheet for new 
in IEN, and to give the names of the firms reach the men in industry product publicity 
from whom the products were bought. who specify and buy) 6—Check chart for 


. ; advertisement analysis 
We’d like to show you one month’s list... any i 
month’s. It includes an impressive variety of Taveltisiatel 
purchases which our readers have taken the E . 
trouble to tell us they have made. Heavy equip- ul raatzy ali 
ment and costly installations are frequently q p 
listed. 
And we can also show you the list of suppliers 
vho gc order via IEN. 
who g ot the } Industrial Equipment News The Original 
Isn’t this the kind of research you are looking Thomas Publishing Company 1EN 
for... actual proof of specific buying from 461 8th Avenue, New York 1, N. Y. Founded 1933 
known suppliers by IEN readers... in large ‘Sial ts 
volume? Name 
Our representatives will be glad to show you Title___ 
this convincing evidence that IEN is good 
for selling because used... extensively... 
for buying. Address__ ——— 
61,794 coverage of specifiers and buyers in ( ) complete media data file 
larger, more active plants in all industries oritemno.l( )2( )3( 
...cost?... only $125 to $135 a month. 





Company___ 





12 Issues 
a year 


Value to readers of 
“Proceedings of the I.R.E.” 


In 1951 this vital engineering journal 
1594 of text, 
equals on a word count basis 3188 pages 
text, the 


published pages which 


in a standard engineering 
equivalent of six 540 page books. (This 
is exclusive of all advertising, product 
stories and some departmental reading 
matter.) 

1912, 


has 


Since “Proceedings of the 
I.R.E.” the 
source of radio engineering information. 
the 
field. Its 


research papers are often years ahead 


been authoritative 


In reference indexes it is most 


quoted publication in its 
of manufacture and point the way to 
future developments. It is generally 
other 
contributed so 


acknowledged that no single 


medium has much to 
the 


science. 


advancement of _ radio-electronic 
Every IRE member receives “Proceed 
of the LR.E.” as 
membership. It 


ings part of his 


is a treasured asset, 
and a working tool in his “equipment” 


a8 an engineer —- a source of knowledge. 





O SELL THE fF 
' RADIO 
i INDUSTRY 
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Radia Engineers 
have joined 


THE INSTITUTE OF RADIO ENGINEERS 


Benefit from 
IRE Meetings — 


IRE Section meetings are held in 74 
cities throughout the world. More than 
700 such meetings are held a year, for 
and discussing engineering 
Wherever 


tration of engineers, an active section 


hearing 


papers. there is a concen- 


> 


serves IRE Members on a geographic 


basis 


In addition, there are 16 Professional 
Groups which hold meetings on special- 


ized subjects, or branches of radio, 


ranging from audio to airborne elec- 


from 
These 


ized study into the deep corners of a 


tronics, broadcasting to nuclear 


science. groups provide special- 


gigantic technology. 


the 


regional and national conventions and 


These meetings, together with 
exhibits, are provided for IRE members, 
to keep them ever abreast with the 
science. 


advances of their chosen 


1952 for all member- 
senior engineers 


ABC Statement of June 30 
ship from young to 


IRE Services to Members 
and Industry — 


Here in the IRE Headquarters Building 
at 1 East 79th Street, New York City, 
a busy staff of editorial people work on 
the magazine, and another group pro- 
cess applications and service corres- 
pondence The technical department 
organizes professional groups, and forty 
standing technical committees which 
keep order and establish standards in 


the world’s fastest growing science. 


Four rooms are constantly busy with 
technical meetings, which serve mem- 
bers and industry by coordination and 
clarification, expressed in “Standards” 
and the annual “IRE DIRECTORY”. 


THE INSTITUTE OF RADIO ENGINEERS 


Established 1913 


A Balanced Promotion Package 

“Proceedings of the I.R.E.” The IRE Directory 
The Radio Engineering Show 

303 WEST 42nd STREET, NEW YORK 18, 


Circle 63026 





RENT Te 

TELL THE : 
RADIO. * 
ENGINEERS _ 


N. Y¥. 








NIAA 


Chapter activities 
of the National Industrial 
Advertisers Association 





S 


NIAA Institute seeks director 


Trustees screen applicants 
at new Cleveland HQ; look 
for administrator, salesman 


® CLEVELAND . . The National In- 
dustrial Advertisers Association’s 
largest research undertaking . . the 
NIAA Industrial Advertising Re- 
search Institute . . is about to com- 
plete its final major step of organ- 
ization before embarking on a pro- 
gram of extensive research. 


That step . . selection of a man- 
aging director . . is expected soon. 
More than $83,000 is on hand for the 
research projects he will adminis- 
ter in the first year. Scores of ap- 


plications for the position are being 
studied and screened by trustees of 
the institute at its new headquar- 
ters at 1213 W. Third St., Cleveland. 

George. O. Hays, publisher of 
Penton Publishing Co., and acting 
chairman of the institute, said that 
the man the institute seeks is “a 
good administrator, a good sales- 
man, perhaps an association man . . 
not a research man but one who 
knows something about it . . not 
too old, not too young.” When the 
man is found, his appointment will 
be made at a full meeting of the 
seven trustees. 

Who are the trustees who will 
pick this key man and who will set 
continued on page 142 


Launching new sefies of clinics by the Eastern Industrial Advertisers, Philadelphia, {frorn 
left), Bob Uhl, Batten, Barton, Durstine & Osborn; Dick Talmadge; G. M. Basford Co. 


Tom Tredwell, 


“Architectural Record,” and Don McSorlsy, DuPent, discuss budget methods. 


news 


National headquarters * 1776 Broadway, New York !9, N. Y. 
Gene Weidereit, president 
Blaine G. Wiley. executive secretary 


Wedereit lauds NIAA role 
im industrial advertising 


@ NEw york .. The field of indus- 
trial advertising owes its present- 
day efficiency and wide dissemina- 
tion to the National Industrial Ad- 
vertisers Association, Gene Wed- 
ereit, NIAA president, and director 
of advertising, Girdler Corp. and 
Tube Turns, Louisville, told a 
monthly meeting of the Industrial 
Advertising Association of New 
York. 

Mr. Wedereit said that the asso- 
ciation’s headquarters office is a 
clearing house of information on all 
matters pertaining to industrial ad- 
vertising. Without its promotion 
and follow-through on awards, re- 
ports and details, there would be no 
comparable source of information 
available to industrial advertisers, 
the NIAA leader declared. 

Mr. Wedereit’s talk, billed in ad- 
vance as “Two on the Aisle,” made 
use of such attention-getters as a 
Powers model, voice recordings, 
colored slides, a marionette doll, and 
peanuts thrown at the audience. He 
stressed 12 points in serious por- 
tions of the address. These in- 
cluded: 

NIAA’s budget survey; bibliog- 
raphies available to NIAA members 
through the association; newsletters 
and bulletins put out by NIAA; 
award-winning opportunities for 
members; award-winning advertis- 
ing camvaigns; a handbook of ad- 
vertising effectiveness being pre- 
pared; conference proceedings; an- 
nual reports; committee reports; the 
NIAA Research Institute; the pres- 
tige factor of belonging to NIAA; 
and the necessity of more vigorous 
membership participation. 

Maurice J. Phillips, assistant ad- 
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NIAA News 


vertising manager, International 
Nickel Co., Brooklyn, and president 
of the Industrial Advertisers Asso- 
ciation of New York, announced 
that its present membership is 484 
He told the group that plans are be- 
ing made to hold a new session of 
clinics in November and that an 
all-day industrial advertising con- 
ference probably will be held in the 


spring 


Philadelphia schedules talk 
on selling to the militery 


® PHILADELPHIA Commande: 
Harold Blackman, chief of procure- 
ment, Philadelphia aviation supply 
depot, will October 


meeting of the Eastern Industrial 


address the 
Advertisers. The topic: advertising 
and selling of industrial products to 
the military 

In November the EIA, Philadel- 
phia chapter of the National Indus- 
trial Advertisers Association, will 
hear an address by George Ham- 
mond, vice-president, Carl Byoir & 
Associates, New York, on the rela- 
tion of public relations to industrial 
advertising 

Scheduled for December is a talk 
by Fairfax Cone of Foote, Cone & 
Belding, Chicago 


Convention booklet, picture 
album sent to NIAA members 


® NEW YORK Every member of 
the National Industrial Advertising 
Association has received from For- 
tune a 12-page, two-color booklet 
covering the annual NIAA confer- 
ence in pictures, captions and 
blurbs 

In addition, Fortune mailed an 
album of 40 photograph prints of 
conference activities ranging from 
introduction of new officers to strip- 
tease scenes from the conference 
skit burlesquing the woes of an in- 
dustrial advertising manager. 

Bart Hydorn, advertising director 
of Fortune, has announced that 
copies of the brochure and the pic- 
ture packet are still available. Re- 
quests for copies will be filled until 
the supply runs out 


Complete roster of NIAA 
past presidents compiled 


® tHE National Industrial Adver- 
tisers Association enters its 31st 
year this fall. 

The 31 years mean 31 NIAA pres- 
idents who have taken office to fur- 
ther the cause of better industrial 
advertising. Many of these past 
presidents have become mainstays 
in the industrial advertising field, 
many now hold different jobs al- 
though their names are still prom- 
inent, and others have since gone 
into business for themselves. 


How many of these names do you 





How industrial advertising 


aid off 


This is the fifteenth in a new series of 


case histories collected by the committee 


on advertising effectiveness of the NIAA. 


By Fred Cole 


® A PIECE OF copy had been pre- 
pared which abounded with adjec- 
tives but was short on facts. When 
I offered that criticism, I was told 
that a piece of copy that “told all” 
would be awkward. You couldn't 
describe the characteristics and the 
advantages of this method without 
getting into a piece of copy un- 
endurably long 

In the face of that argument I 
had to volunteer to write the copy. 
It ran to about 200 words. The 
space reserved was one column 
215x10” and I was lectured on the 
importance of keeping ads brief and 
allowing plenty of room for illustra- 
tion. I was told that nobody would 
read a long piece of copy. 

Now it is perfectly true that peo- 
ple won't read long copy on certain 


types of merchandise. However, 
the man who is contemplating an 
expenditure running into a couple 
of thousand dollars for a heating 
plant cannot be put in the same 
class as an average consumer read- 
ing a toothpaste ad! 

What the 
snappy copy so frequently overlook 
is that you wouldn’t want every- 
body to read such an ad. Your 
headline must be selective. Its job 
is to choose your audience. Once a 
man has been stopped by a head- 
line that talks about something he’s 
interested in, he will read the copy. 
At least that was my reasoning. 

This ad pulled 263 inquiries the 
first time it ran. No previous ad 
had pulled anything like that nor 
did one subsequent ad which was 
written without the above qualifica- 
tions. Furthermore, this ad has 
been repeated three or four times 
and each time it pulled in excess of 


proponents of short, 


200 inquiries 





recognize? Following is the com- 
plete roster of past presidents, 
whose names were gleaned from 
past issues of INDUSTRIAL MARKETING 
and are published together for the 
first time: 
1922 Keith Evans 
ager, Joseph T. Ryerson & Son, Chi- 


advertising man 


cago 
Philip C. Gunion 
manager, Hyatt Roller Bearing Co., 
Newark 

Julius S. Holl . . 
ager, Link-Belt Co., Chicago 
Bennett Chapple . . American Roll 

o., Middletown, O. 


Western Electric 


advertising 


advertising man 


\ R. Meshins . « Chicago Belting 
Co., Chicago 
Nelson S. Greensfelder . . 


Hercules Powder 


adver 
agp manager 
Co. ilmington 
pont H. Corey 


advertising 
C Ts ef 
manager, Cleveland Twist 


Drill Co., 
Cleveland 

George H. Corey 
manager, Cleveland Twist Drill Co., 


advertising 
Cleveland 

Allan Brown . . advertising man 
ager, Bakelite Co., New York 
Forrest U. Webster . . advertising 
manager, Cutler-Hammer, Inc., Mil 
waukee 

Howard F. Barrows . 
ern Road Machinery C 
Gregory H. §$ buck 
advertising manager, General Elec 
tric Co., Schnectady, N. Y. 

R. Davison . . advertising manager, 
New Jersey Zinc Co., New York 
William E. McFee . . chief copy- 
writer, American Rolling Mill Co., 
Middletown, O. 
Francis Q. Wyse 
manager, . Bucyrus-Erie Co., 


. Austin-West- 
, Aurora, Ill. 
- industrial 





advertising 
S. Mil 
waukee 

Stanley A. Knisely . . 


Republic Steel Corp., 


advertising 
manager, 
Cleveland 
Charles McDonough . . 
Engineering Co., New York 

Richard P. Dodds advertising 
manager, Truscon Steel Co., Youngs- 


Combustion 


town 
W. Donald Murphy . . Reincke-Ellis- 
Younggreen & Finn, Chicago 

Herbert V. Mercready . . sales pro- 
motion manager, Magnus Chemical 
Co., Garwood, N.J. 

Frederic I. Lackens . . 
manager, Hays Corp., 


advertising 
Michigan 

City, Ind 

James R. Kearney president 

James R. Kearney Co., Saint Louis 

*Armo O. Witt . . advertising man- 

ager, Schramm, Inc., West Chester 


Pa 


INIAA 


FROM THE OCTOBER 1927 IS 
| 

ay The NIAA urged its members 
to write Congress protesting a re- 
cent increase in postal rates. All 
business mail users were rallying 
behind the cause. Said Homer 
Buckley in an article in INDUSTRIAL 
MARKETING: “If you want to help 
business in this country, which at 
this moment is none too good, sit 
down and write your representa- 
tives in Washington.” 


The members in turn continued 
to press NIAA leaders for action in 
getting the Department of Com- 
merce to produce an industrial cen- 
sus or a basic market survey for 
industry. Officers of the associa- 
tion replied that they would have 
something definite to report at the 
next annual meeting. 


G. D. Crain, Jr., publisher of rn- 
DUSTRIAL MARKETING, who addressed 
the first fall meeting of the Engi- 
neering Advertisers’ Association of 
Chicago, predicted that 1928 “will 
be a good year for business.” At 
the opening meeting of the Eastern 
Industrial Advertisers, Philadelphia, 
F. M. Feiker, managing director, 
Associated Business Papers, spoke 
on “Factors to be Considered in 
Dealing with Trade Papers.” 


Herbert Hoover was the principal 
speaker at the meeting of the Na- 
tional Conference of Business Paper 
Editors in Washington. The Ad- 
vertising Club of New York recog- 
nized the growing importance of 
the business publication field by ap- 
pointing a committee of six to rep- 
resent that segment of its member- 


mt 


» T TAT 1 
OF INDUSTRIAL MAR 


ship. Chairman was Karl M. Mann, 
Case-Shepperd-Mann Publishing 
Corp., New York. The committee 
included Mr. Feiker, A. J. Fehren- 
bach of INDUSTRIAL MARKETING, E. H. 
Ahrens, R. F. Duysters, and F. J. 
Pope. 

H. P. Sigwalt, third vice-president 
of NIAA, made (and lost) a bet 
on the Tunney-Dempsey encounter 
But he remained con- 
had won in 


in Chicago. 
vinced that Dempsey 
spite of the referee’s decision to the 
contrary. 

America’s center 
reported shifting southwest. Ac- 
cording to the Geological Survey, 
Department of Interior, the center 
of industry in the U.S. in January, 
1926, was about 50 miles southeast 
of Chicago. In January, 1908, this 
had been 110 miles east of Chicago 
on the northern boundary of Indi- 
ana. 

NIAA was given credit for insti- 
gating a bureau of research and ed- 
ucation, under the direction of Pro- 
fessor N. W. Barnes, University of 
Chicago. The bureau, instituted by 
the International Advertising Asso- 
ciation, grew out of the NIAA con- 
vention at Philadelphia in 1926 
when Bennett Chapple appointed 
a committee on School and College 
Relations. Subsequently, IAA vol- 
unteered to carry the ball. 

Chicago looked forward to “Ad- 
vertising Week”, October 17-23, 
during which 13 advertising, pub- 
lishing and similar conventions were 
scheduled to take place in the 
Windy City. 


of industry was 





*Arno O. Witt . . 
ager, Schramm, Inc., 
Pa. 

*W. A. Marsteller . 


Mfg. Co., Pitts 


advertising man- 
West Chester 


advertising 
manager, Rockwell 
burgh 

W. A. Marsteller 
manager, Rockwell Mfg. Co., Pitts 
burgh 

Bernard Dolan . . F 

& Co., New York 


advertising 


vice-presi 


Bennett Chapple. Ir. 
jent, U. S. Steel ¢ 
John Apsey.. 
Black & Decker 
Md. 


Gene Wedereit . . ac 


advertisin 
Mie 


*Chairman of the | 
1945 and abolished in 1948 
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NIAAA NCWS 
Institute seeks director 





policy for the institute's important 
They have been 
picked from the industrial adver- 


research projects? 


tiser, agency and publishing field 
The success of the institute is so 
important and depends so greatly 
on their organizational ability and 
experience, that IM 
following biographical sketches of 


presents the 


each trustee 


From beer to bourbon 
® GENE WEDEREIT, new president of 
the National Industrial Advertisers 
Association, has progressed . . you 
might say from beer to bourbon 
He is a native son of Milwaukee who 
became a Kentucky colonel . . by 
proclamation of the Governor of 
Kentucky in honor of his election 
Mr. Wedereit has lived in the Blue 
Grass state since 1943, when he left 
Milwaukee to go 
to Louisville as 
director of ad- 
Gird- 
ler Corp. and 
Tube Turns, Inc 


He has a ten- 


vertising, 


acre farm within 

commuting dis- 
Weidereit tance of the 
plant, classifies himself as a “lei- 
sure-time farmer.” 

Born in 1903, his early ambition 
was to be an artist. At one time he 
was enrolled in the art school of 
Milwaukee State Teachers College 
He wound up in photo-engraving, 
later did layout work and copywrit- 
ing. From 1930 to 1943 he was in 
charge of the creative service de- 
partment of E. F. Schmidt Co., Mil- 
waukee printer and lithographer 
He was vice-president of the com- 
pany when he left Milwaukee 

Mr. Wedereit is married and has 
a daughter about to enter college 
For the past five years he has been 
chairman of the public information 
committee of Louisville’s Red Cross 
drives 


chapter. His fund-raising 


have gone over their quota each 


veal 


Forty-year man 

® GEORGE O. HAYS, president, Penton 
Publishing Co., 
work for the company in 1913 as a 
cub editor on the staff of Iron Trade 
Review 


later he was given a rate card and 


Cleveland, went to 


now Steel. About a year 
sent out to sell space. 

For the next 16 years he did just 
that, working out of New York as 
eastern manage! 
of all Penton 
publications. In 
1929 he returned 
to Cleveland to 
assume higher 

responsibilities 
Mr. Hays has 
served as amem- 
Hays ber of the board 
of directors of the Associated Busi- 
ness Publications, holding similar 
National Business 
Publications and Controlled Circu- 
lation Audit 
Born in 


positions with 


Marion, Ind., he is a 
1912 graduate of Purdue University 
where he was editor of the “Ex- 
ponent” and a founder of Sigma 
Delta Chi, national journalistic fra- 
ternity 


Across the hump 
@ RUSSELL L. PUTMAN, head of Put- 
man Publishing Co., Chicago, which 
he founded in 1938, is a lieutenant 
colonel in the Air Force Reserve 
He served in World War I as a pur- 
suit pilot and 
flying instructo1 

in France. 
During World 
War II he was in 
charge of public 
relations for all 
U.S. forces in 
the Middle East 
Putman His assignments 
took him by air across the Atlantic 
to India and China, 
Burma, to 


four times, 
icross the “hump” of 
England, to the Normandy invasion 
and across France to the Rhine 


Col. Putman has been 1950-52 


president of National Business Pub- 
lications. He has been in industrial 
publishing and industrial advertis- 


ing work for more than 30 years. 


Career in steel 
® BENNETT _S. CHAPPLE, JR., assistant 
vice-president, commercial, US. 
Steel Co., Pittsburgh, has forged his 
career in steel from the very begin- 
ning 
Following his 
graduation from 
Antioch College 
in 1927, Mr. 
Chapple 


in various ca- 


served 


pacities with a 
iy rolling mill com- 
, pany until 1936, 
when he joined 
the sales department of Carnegie- 


Chapple 


Illinois Steel Corp. as manager of 
Later he resigned 
to become assistant to the president, 
Firth Sterling Steel Co. 

In 1945 he joined the staff of the 
vice-president in charge of sales, 
U.S. Steel Corp. of Delaware. He 
is a past president of NIAA. 


sales promotion. 


Traveling trade show 


® JOHN F. APSEY, JR., advertising 
manager of Black & Decker Mfg. Co., 
Towson, Md., started in the com- 
pany’s advertising department in 
1930 and became ad manager five 
years later. 

But his first job with Black & 
Decker was driving one of a fleet 
of demonstrating buses that toured 
the country in 1927, instructing dis- 
tributors and demonstrating the 
company’s products to large indus- 

trial users. In 
retrospect he 
calls it “sort of 
a traveling trade 

show.” 
Mr. Apsey was 
born in Bon Air, 
Va., in 1900, and 
has lived in and 
Apsey around Balti- 
more all his life. During World War 
I he served in the U. S. Navy Hos- 
pital Corps. After the war he 
worked for U. S. Shipping Board 
for two years, followed by six years 
with a Baltimore real estate firm. 

He is married and has one daugh- 





WESTERN. | 
INDUSTRY 


... for thorough coverage 
of the 9,304 men who 
“run” the West’s expand- 
ing manufacturing and 
processing industries. 

° 





CONSTRUCTION 


... read by more contrac- 
tors and engineers in the 
11 Western States than any 
other construction maga- 
zine, national, regional, or 
local. 





... the “first paper” to the 
men who sell and service 
equipment for the West's 
461,673 farms! 





JANUARY: 


e 
ANNUAL REVIEW AND FORECAST ISSUE 


Industry-by-industry summaries and 
trends . . . analysis of Western pro- 
duction facilities, natural resources 
. authoritative forecasts by the 
West's top management men; solid, 
factual information that assures ex- 
tra-high readership by the more-than- 
9,000 men who manage and buy for 
the West's fast-growing industry ! 
Out January 15... Final Forms Close 
December 24. 
Also MARCH Metals & Metalwork- 
ing Issue (Closes February 25), and 
AUGUST Materials Handling Issue 
(Closes July 25). 


JANUARY: 


ANNUAL REVIEW AND FORECAST ISSUE 
Progress and plans for the West's 
major construction projects .. . devel- 
opments and trends in equipment, 
methods, use of materials . . . analy- 
sis of the market developing from 
population pressure; an important 
issue with extra-high readership by 
the nearly 12,500 contractor-engineer 
paid subscribers throughout the West 
It's the perfect medium to start your 
1953 sales campaign . . . don't miss 
#t/ Out January 1 . Last Forms 
Close December 5. 


Also JUNE, Annual Highways Issue 
(Closes May 5). 


MARCH: e 
WESTERN FARM EQUIPMENT DIRECTORY 


Directory listing of names and prod- 
ucts of equipment manufacturers ; 
Western distributors, factory 
branches, sales representatives and 
lines handled. A year-round refer- 
ence book for the 90% of the West- 
ern farm equipment dealers who sell 
20¢¢ of the nation’s agricultural ma- 
chinery. A must if you sell the West's 
farm equipment dealers. Out March 
20...Closes March 1. 








KING PUBLICATIONS 


609 MISSION STREET ° SAN FRANCISCO 5, CALIFORNIA . 
Call our nearest District Manager NOW! 


LOS ANGELES + J. E. BADGLEY 
128 So. Mansfield * Los Angeles 36, Calif. 
WEbster 8-8512 
NEW YORK + RICHARD J. MURPHY 
107-51 - 131st St. * Richmond Hill 19 
JAmaica 9-2651 


Phone YUkon 2-4343 


CHICAGO « A. C. PETERSEN 
3423 Prairie * Brookfield, Ill. 
Brookfield 532 
CLEVELAND + CLIFFORD E. BEAVAN 
3307 E. 149th St. * Cleveland 20 
SKyline 1-6552 


SAN FRANCISCO «+ V. C. DOWDLE 
609 Mission St. * San Francisco 5, Calif. 
YUkon 2-4343 


PAC. N. W. * ARTHUR J. URBAIN 
609 Mission St. * San Francisco 5, Calif. 
YUkon 2-4343 
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ter. Mr. Apsey is past president of 
NIAA, Exhibitors Advisory Council 
and the Maryland Industrial Mar- 


keters 


President's assistant 


® JOHN C. MADDOX, assistant to the 
Fuller & Smith & Ross, 


Cleveland, has as one of his assign- 


president, 


ments a continuing objective analy- 
For 


the 12 years he 


sis of market problems nine of 


has been with 
the company he 
has 


energies to mar- 


devoted his 
keting research 
activities. In a 
period of five 
years, during 

Maddox 
up that 


which he headed 
department, 400 separate 
projects were completed. 

Mr. Maddox is a 1932 graduate 
of Georgia Tech 
pleted the 


He recently com- 
Advanced 
the 


Management 


Program of Harvard Business 


School 


Director of research 
® JOHN Cc. spuRR, director of re- 
search, McGraw-Hill Publishing Co., 
New York, joined the company more 
than 20 years ago, and has held his 
present position since 1942 
Among his re- 
search activities: 
the McGraw-Hill 
census of manu- 
facturing plants, 
the 
study, the labor- 


repeat ad 


tory of advertis- 

ing performance, 

Spurr and the recogni- 

tion survey of 26 horizontal prod- 
ucts used throughout industry 

Mr. Spurr attended Cornell Uni- 

versity and Worcester Polytechnic 

Institute. He is a former president, 

Philadelphia American 

Marketing Association, and national 


chapter, 
chairman of its industrial section 
ARF aims to raise $150,000 


a year for non-media research 


® NEW YORK The Advertising 
Research Foundation hopes to raise 
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Where travelers can find NIAA activity 


Chapter 


Association: Subject to Change 


Place 





$150,000 or $200,000 a year for non- 
media research. 

That was announced by A. W. 
Lehman, director of ARF, in an ad- 
dress to the American Marketing 
Association of New York on the 
first anniversary of the foundation’s 
reorganization 

Mr. Lehman 


media 


said that the non- 
figure with an 
average of $7,000 a year spent on 


compares 


non-media research in the previous 
15 years. 

Outlining the foundation’s history 
since its beginning in 1936, Mr. 
Lehman said that ARF has super- 
vised 190 research studies at a cost 


De Witt Clinton Hotel 
Lord Baltimore Hotel 
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Maketewah Country Cl 
Hotel Allerton 

Malcolm Jeffrey Legion Post 
Melrose Hotel 

Van Cleve Hotel 

Albany Hotel 

Sheraton Hotel 

Club 222 

Seven Seas Restaurant 
Athenaeum 

Mona Lisa Restaurant 
Plankinton Hotel 

Minnesota Union 
Ritz-Carlton Hotel 

Military Park Hotel, Newark 
Belmont Plaza Hotel 

Poor Richard Cluk 

University Club 

Benson Hotel 

Lorenzo's Restaurant 
University Club 

Forest Park Hotel 

St. Julien Restaurant 

Seattle Press Club 


Royal York Hotel 


tel Devonshire 
‘ity Club (Hartford, Conn.) 


Tod 


Hotel 


of $1,750,000 in 150 markets and has 
worked with 160 publishers and 
nearly all the media associations in 
the business. 

Henry Schachte, Borden Co., de- 
scribed a year of organization, em- 
phasizing that “too many of our 
statements have been about media 
work, which is only a small frac- 
tion of our business.” He traced the 
growth of the new ARF, emphasiz- 
ing the 46 media members it now 
has. 

He also stressed the volunteer 
character of the association, saying 
that “what it can do depends on 
whom it can attract.” 





ANNOUNCEMENT ( 


Effective with the January, 1953 issue, the 
McGraw-Hill DIGEST— the leading inter- 
national magazine of business, engineering 
and industry — advances to standard 7” x 
10” type page size. 

This increase from the present small for- 
mat will meet the request of many adver- 
tisers, agencies and paid subscribers for a 
larger size magazine. 


Advertisers will get more than twice the 
space for their sales messages to the 32,000 
overseas readers* of the McGraw-Hill 
DIGEST. Advertising agencies will save 
time and money in the preparation and 
handling of plates. And readers will get 
more news, better pictures, an easier-to-read 
magazine. 


ADVERTISERS will benefit in the fol- 
lowing ways: 


1. A big bonus in display space at reduced 
linage rates. 
2. Big savings in special plate production 
and handling costs. 
3. Greater dominance .. . (space 24 
times present size) . . . more striking dis- 
play ... more detailed text and illustration 
. better presentation of sales messages 
to top executives and technical men who 
make and influence the decisions on pur- 
chases from the U.S. 


*Pass-along readership brings the 32,000 figure to about 
60,000. 


STANDARD 7°x 10° 


Linage 
rates 
reduced! 


ADVERTISING AGENCIES will benefit 

in these ways: 

1. Less time and work to prepare copy. 

Interchange of plates and copy with other 

media now possible. 

2. Get valuable use of ads for direct mail, 

etc. 

3. Gain more space to maneuver with 

ideas, art and copy; more time between 

deadlines; save clients’ time and money; 

give clients more graphic ads—in sum, 

do a better job for clients. 


READERS will benefit in these ways: 


1. More readable magazine, more and 
longer stories, more graphic illustrations. 
2. The McGraw-Hill DIGEST will be 
broadened editorially, with more manage- 
ment articles along with its present exten- 
sive coverage of technical developments 
in industry and engineering. 

The big McGraw-Hill DIGEST is your 
best medium for reaching big buyers 
abroad. Paid ABC circulation assures read- 
ership of your sales story...which can now 
be displayed in more striking, readable 
style to the world’s big buyers abroad. 


See new rate card and note substantially 
lower rates on linage basis. Consult our 
sales representative on a schedule. 


McGraw-Hill DIGEST 
330 West 42nd.St., New York 36, N.Y. 
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advertising 


in business 


September volume 9.7‘ 
1952 


volume 
| papers 





y 


(in pages) over 1951 


1951 pagechange “°o change 





Grand total 37,005 


Year-to-date volume 10.7 
1952 


33.736 


(in pages) over 1951 


1951 pagechange °% change 





Grand total 305.363 


September pages 
1952 


Industrial qroup 1951 


275,823 + 29,540 


Pages to date 


1952 1951 Industrial group 


Nine-month total up 10.7%; 
September 9.7% over 1951 


® TOTAL advertising volume re- 
ported by 266 business publications 
showed a gain of 29,540 pages for 
the year-to-date . . 10.7% over the 
same period in 1951. 

The month of September showed 
9.7%, over 
This is the 
largest monthly gain since June. 


Totals in each of the five groups: 


an increase of 3,269, or 
September of last year. 


163 industrial papers gained 2,742 
pages or 13.3°%, in September, 23,102 
pages or 13.5°; for the year; 7 prod- 
uct 309 
pages or 12.1% in September, 2,828 
13.30 The 


55 trade papers improved slightly 


news publications gained 


pages or for the year 


over last month’s low with a gain 
of 127 pages or 1.9% in September, 
2,336 pages or 4.4% for the year-to- 
date. 

The 25 


aa 
or 2.5% 


papers gained 70 
for the month, 693 
for the year; 16 ex- 
port publications gained 21 pages o1 
1.7% in September, 581 
6.3 in the nine-month period 


class 
pages 


pages or 3.1% 


pages or 


Pages to date 
1982 1951 


September pages 
1952 1951 





iew 








aq top hatter is 
| your man 


There are 22,210 top-hatters* in the 
plumbing and heating industry 


They're store owners. They’re 


‘ 
\\ 5 LY, merchandisers, not just pipe-and-wrench 


men. They are equipped to do an 

effective selling job for you. 

\ Well. how and where do you find them? 
M] What's the logical way to get your 
Sad hy sales story to them? 

} Here’s the straight answer: through 


PLUMBING & HEATING BUSINESS. 
PHB and only PHB has lined them up 
for you. Let’s get down to the 
actual figures: 
.53.8¢¢ of PHB contractor-readers have stores 


as against 23.1% of other industry contractors. 


RS RTE ELLER RIERA ERIN Ra 


... 39.76 of PHB readers advertise in newspapers 
pay 


compared with 9.0 of other industry contractors. 


. 77.9% of PHB readers have D & B ratings of $2,000 
or more only 13.4% of other industry contractors 
are so rated. 


... 89.10% of PHB readers are classified as selling heating 
while only 60.40% of other industry contractors are 


classified as selling heating. 


. 58.8% of PHB readers do warm air heating work 
check this with 27.2% of other industry contractors 
doing such work. 


So you see why the top-hatter ...the PHB reader... 
is your man... and why PHB is your medium. 
Ask for more facts —- you won't embarrass us for a moment. 


1e 2 
.e 
re) 


2.210 were hand picked from our list of 
38 plumbing and heating contractors 


largest list in the business. 


@ PLUMBING & HEATING BUSINESS 


Grand Central Terminal Bidg. New York 17, N-Y. 
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September pages Pages to date 
Industrial group 1952 


1951 1952 1951 


September pages Pages to date 
Trade group 1952 19 


1951 1952 








bf i ] 
& Heating Wholesaler 
supply Dealer 


1 Hardware 
3 Goods Dealer 
AGE 


farket Merchandisin 
tore Merchandis 


“6,658 I 55,005 52,669 
September pages Pages to date 
1952 1951 1952 1 





s (4l/4x634 
} 


semi-m 


September pages Pages to date 
Product news group 1952 1951 1952 1951 





< B74 
September pages 
S52 1951 





September pages Pages to date 
Trade group 1952 1951 1952 1951 





488 


9 842 





classified advertising ‘Estimated 
ies *Five issues xl0 units, sold 


be quoted or reproduced without 
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STEEL PLANT EXPANSIONS 


INCREASED PRODUCTION 


“lwo 
more 


reasons 
why you 


should use 


QT | 
a 





We don’t ask you to take our word for it — our state- 
ments are audited and verified. The circulation figures 
for Blast Furnace and Steel Plant are not arrived at by 
guess and by golly. As a member of the Audit Bureau 
of Circulations and the Associated Business Publica- 
tions, every copy of Blast Furnace and Steel Plant is 


carefully audited. 


BLAST FURNACE AND STEEL PLANT 


has considerably more paid circulation among the 
operating men in steel plants than any other audited 
publication. It is subscribed to by over 2500 steel 
companies and steel plant operating officials and 
engineers, who read it thoroughly each month. These 


subscribers represent over 90% of all steel plant 


officials with buying authority or influence. 


If your efforts to sell your product or services are 
directed to steel plant operations, these are reasons 
why Blast Furnace and Steel Plant can do a better job 


for you. 


BLAST FURNACE AND STEEL PLANT 


the engineering authority of the Steel Industry 


Published by 


STEEL PUBLICATIONS, INC. 
4 Smithfield Street, Pittsburgh, Pa. 
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Forms help Sola answer inquiries 





at all. These people defend thei: 
position by telling you: “We do 
as good a job of handling replies 
as any company in our field” . . and 
they don’t intend to do any more 
Wow 


competitor to 


what a chance for an alert 
knock off a chunk 
of that market. These same com- 
panies wouldn't think of resting on 
their laurels in the design and pro- 
of products that will en- 
Yet they drag their 


duction 
courage sales 
feet on the opportunity of turning 
inquiries into sales. 


3. There's the 


inquiries, but tell you: 


also 


“We 


group who 


want 


are really snowed under under- 


staffed; we just can’t take the time 
to answer those inquiries the same 
day they come in.” The answer to 
that one is simple. Don’t get more 
people; get a streamlined, efficient 
system that your present organiza- 
Such an 


actually can re- 


tion can handle inquiry 


handling system 
duce the total man hours you now 
spend in answering inquiries by 
hit-and-miss methods, and can give 
you extra sales and_ invaluable 
marketing information. 

Your program may not be aimed 


at pulling inquiries . but when 


they come in, why not turn all you 
can into customers? When any in- 
dividual takes his valuable time to 
write to your company about your 
product, common business courtesy 
requires that you give him a prompt 
reply. 

prompt 


When you invite inquiries, 
response is an obligation. 
You Can't Afford It . . Can an 
small industrial 
afford a_ good 
He really can’t 
of being 
Cer- 


average or even 


advertiser inquiry 
handling system? 
afford the 


without it. 


extravagance 
Can it be done? 
tainly. 

For example, the Sola Electric 
Co., Chicago, has improved what 
was already a good inquiry han- 
dling system. Proper processing of 
inquiries is particularly important 
to Sola because of its active direct 





Prospect reads Sola advertising, 


and wants more information 


Inquiry received 
by Sola 


Classified by sales dept. 
for mailing list and lit- 
erature selected 


Sales depte secretary 
types multiple 
Snap-A-Part Set 


{ 





L 


Attaches required literature 
to first page of Snap-A-Part 
set with a "more info" card 


Affixes gummed address label 
(second vage) to envelope 
and mails 


Sales lead (third copy) 
is mailed to field 
sales force 
Salesman contacts pro= 
spect, reports on lead 


and returns comieted —? 
form to Sola sales dept. 


Action directed to in- 


quirer to buiid more < 








sales and good will for 
Sola 


Mail processing form (fourth copy) 
is attached to original inquiry 
and held for sales lead revort 


Sales lead report is returned 
and clipped to mail processing 
form. 

corded with other data. 


Name is plated and added 
to proper mailing list. 

Future mailings will go 

to him automatically. 


J 


Source of inquiry is re- 








How to Answer Inquiries Easily 


how sales 
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et’s swap 
ideas 


Match your advertising 
ideas with these — 
and win a $50 Bond! 


Pinholes trace source of 
unsigned questionnaires ! 


In order to increase the number of replies 
to a questionnaire or survey and get more 
honest Opinions, itis Common practice CO 
eliminate the need for signatures. How- 
ever, if the names of respondents would 
be helpful in interpreting your returns, 
try this ingenious system of pinholes 
Somewhere on the answer sheet, run 
three or four lines of dots or periods, per- 
haps in a section titled ‘ Remarks.” Give 
each name on the mailing list a number, 
then make pinholes within the dots so as 
to accurately identify the questionnaire 
For example, number 538 would have 
pinholes in the fifth dot, top line 
third dot, middle line and eighth dot, 
bottom line. Thus, when the question- 
naire is returned, you simply locate the 
pinholes to determine the number, then 
look up the name registered after that 
number! Note: kiss impressions should 
be used in preparing forms 


Charles P. Fitz-Patrick, 1007 N. 64th St 
Philadelphia, Pennsylvania 


Want more bounce in your printing ? 


Try Kimberly-Clark enamels and coated 
papers! They're packed with pep 

full of fire — made especially to give 
each printing job a bright new person- 


ality! Colors that snap, sing, sparkle 
blacks that bristle with deep, rich beauty 
~it's all standard when you print on 
Kimberly-Clark quality papers. And you 
won't pay a premium for old-fashioned 
papermaking methods. The modern, one- 
step process at Kimberly-Clark gives you 
a far better sheet at far, far less cost. Ask 
about Kimberly-Clark papers today 
there's one for every printing need. 








Supplies salesmen with 
hot-off-the press case histories 


As manufacturers of high pressure steam 
cleaners, our client provides application 
information to jobbers and prospects in 
many widely differing fields. Naturally, it 
would be far too expensive and time con 
suming to produce a new folder or even a 
revision of an existing folder every time 
the sales force uncovers additional data 
To solve the problem, we suggested 
blank data sheets with a standard mast 
head. As specitic studies are received, they 
are multilithed on these forms and re 
leased immediately. This keeps fresh in- 
formation in the salesmen’s hands so that 
they can assemble case histories pertinent 
to any prospect's individual problem 
Also, inquiries can be answered immedi 
ately with up-to-date information 


George C. McNutt 
McNutt Advertising, Oakland, Cal 


George ¢ 


Calendar helps keep stock up to date 


Through a simple revision of their calen 
dars, manutacturers Can increase sales and 
provide a service to their retail and whole- 
sale outlets as well. Add, under the day, 
date and month, a checklist of several 


© wimperiy-cLark comp 


items your company sells—adjusted of 
course, for each particular outlet. Then as 
clerks or purchasing agents turn the page 
in the morning, they'll be reminded of 
the items that should be checked and re 
ordered if necessary. Each month (or 
week) should cover all of the manufac 
turers’ items, so that within the given 
period of time, a complete inventory will 
j 


have been made 


Fred Lettino, 45-15 Broadway 
Astoria, Long Island, New York 


Do you have an idea to swap ? 
Tell it to Kimberly-Clark! ~ ~ 
M@ *> 
eS 


All items become the a 
property of Kimberly 
Clark. For each pub 
lished item, a $50 De 
fense Bond will be 
awarded to the sender 
In case of duplicate 
contributions, only the 
first received will be 
eligible for an award 
Address Idea Ex 
change Panel, Room 
248, Kimberly-Clark 
Corp., Neenah, Wis 


Products of 
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mail program, as well as space pro- 
motion. The company is the coun- 
try's largest manufacturer of static- 
magnetic voltage regulators, and a 


leading factor in the constantly 
changing lighting transformer field 
The company also happens to be 
my client 

3ecause of the technical nature of 
prod- 


the company’s transforme1 


ucts, extensive literature is con- 
stantly being mailed to customers 
and interested prospects. Acquir- 
ing and using prospective custom- 
er names is an important part of 
the over-all advertising and sales 
program 

The company has always been 
inquiry conscious. But Executive 
Vice-President L. C. Marschall and 
Sales Promotion Director 
G. Warren believed that their in- 


system could be improved 


Lyman 


quiry 
They wanted to “work inquiries fot 
every sale and every bit of infor- 


mation possible.” 


Crosschecked Problems . . So we 
sat down with Lyman Warren, and 
he outlined the company’s problems 
and goals on inquiry handling. He 
crosschecked these with salesmen 
in the field and with the office staff 
Here were the problems 

1. A large volume of inquiries 
from advertising, news releases and 
salesmen had to be answered and 
analyzed 

2. Handling was complicated since 
inquiries could be for either of two 
separate product divisions at Sola, 
and then sub-divided into custom- 
made and standard stock products 
within those two divisions. 

3. The new system had to be 
simple enough so one secretary 
could process the forms in addition 
to her other duties. Mr. Warren 
mentioned (with a smile of course) 
that it would be wonderful to also 
reduce sales correspondents’ time in 
handling inquiries, while improving 
the system's effectiveness 

Okay, we had now pinpointed the 
specific problems and _ restrictions 

. SO we proceeded to list the goals 
Mr. Warren set up: 

1. Immediate 
quiries with the literature or in- 
Yes, that in- 


replies to all in- 


formation requested. 
cluded students, future customers 
and even “literature hounds.” 

2. Promote, at the same time, the 
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entire range of different products 
in all divisions 

3. Make sure the reply produces 
a strong favorable initial impression 
for Sola. Any printed form of reply 
should be of high quality . . to re- 
flect high quality products. 

4. Make it easy for the prospect 
to buy or request more information. 

5. Clearly identify the reply and 
enclosed literature as something 
that the customer himself had spe- 
cifically asked for. 


Wanted: Merchandising . . These 
But Sola wanted 
system than a 


goals were fine 
from this 
speedy, sure way to answer in- 


more 
quiries. That “more” was a way to 
merchandise the inquiry to the sales 
staff, gather marketing information 
and build mailing lists. So, we 
listed the following points as ad- 
ditional goals: 

1. Immediately inform the field 
sales force of the inquiry and the 
information sent in reply. 

2. Request the 
cerned to investigate the inquiry. 
Give them a convenient sales re- 


salesmen con- 


port form to use 


3. Trace the source of the in- 
quiry. Was it a publication lead 
from advertising or a news release 

the result of a sales call . . or 
from a convention? 

4. Determine the geographical 
areas where most inquiries gener- 
ate for each product. 

5. Determine the size and type 
of companies interested in specific 
products and the possible applica- 
tions. 

6. Evaluate the worth of the in- 
quiry. 

7. Properly classify the inquiry 
for Sola’s mailing list and make 
sure the prospective customer’s 
name was actually plated and filed 
in the proper list. 

Our first step in perfecting our 
inquiry handling was to gather all 
the information we could find on 
existing systems or other organiza- 
tions. We digested this material, 
consolidated, discarded, rewrote 
and added ideas pertinent to Sola’s 
individual needs. From this we 
evolved an inquiry handling system 
successful beyond all expectations. 

The keystone of the system is the 
snap-a-part inquiry set. It is not 











The Super Constellation—a $1,500,000 engineer 
ing masterpiece developed for America’s rapidly 


growing air transport industry 


How do you get your product airborne? 


If you are interested in selling the multibillion-dollar 
aviation market, Aviation Age offers you its help. 

Here are some of the questions you may be asking: 

Of the three major divisions in this market—the military, 
the manufacturer, the airlines—which is the best market 
for your product? Is there also a market for your product 
among executive aircraft owners, airports and service 
firms? In each of these divisions, there are men in design 
engineering, in operations or supply, in purchasing, in 
maintenance, who must approve your product. How do 
you identify them? 

While a new plane is still on the drawing boards, specifi- 
cations all-important to the eventual use of your product 
are decided upon. The engineers who make these deci- 
sions may be working for the military, for the airlines, 
for the manufacturer, but they almost always work in 
teams. Are you reaching enough of these men with your 
product story ? 


If your product 
meets performance 
specifications .. . 


Practically all equipment used in this 
industry must be engineered to meet 
performance specifications. Selling the 
designers and engineers who are re- 
sponsible for these specifications is 
your primary objective. 


Aviation Age reaches nearly twice as many of these key men as the next aviation 
publication .. . almost as many as all other magazines in the field combined! 


Exclusive of its coverage of mainte- 
nance engineers, Aviation Age reaches 
8,936 engineering and design per- Name 
sonnel in manufacturing plants... 
12,105 in the entire aviation industry. 


To these and many other similar questions, Aviation Age 
may have the answers you need. We have grown up with 
the aviation industry. Complete information on the latest 
developments in aviation is in our files. We know who 
the key men are, and where they can be reached. 


Let us help you sell this important market! 


As part of our responsibility to the industry we serve, we 
will be glad to make our intimate knowledge of the 
aviation market available to you. Much of it has been 
compiled in the form of a valuable Market Data File, 
which we will send you free of charge on request. Also, our 
marketing representatives will be glad to sit down with 
you and discuss your problems. Their extensive informa- 
tion may supply exactly the answers you are looking for. 
To take advantage of these services, simply mail the 
coupon below. We ask only that your interest in selling 
the aviation market be genuine. 





Aviation Age 


Market Data File 





AVIATION AGE 


A Conover-Mast Publication 
205 East 42nd Street, New York 17, N.Y. 


(CD Please send Market Data File 
(CD Please have representative call 
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How to sell the $9 Billion 
FOREST PRODUCTS INDUSTRY 


—d 


How to Sell the $9 Billion 
FOREST PRODUCTS 
INDUSTRY 


WOOD & WOOD PRODUCTS is 
now offering advertisers its new 22 
page Market Data File 


complete and comprehensive analysis 


. the most 


of the Forest Products market ever 
compiled. It will answer your sales 
and advertising problems and will 
show you why WOOD & WOOD 
PRODUCTS is your basic advertising 
buy if vou have anything wo sell the 
$9 Billion Forest Products Industry 


WOOD & WOOD PRODUCTS 
MARKET DATA FILE 
Gives You the Answers 


The Market 

What it uses 

Who are the buyers 

How much do they buy 

How do they operate 

What do they make 

Why Wood & Wood Products 
your best advertising buy 





FREE SALES HELP FOR YOU 
Send for your copy of the 
W WP Market Data File today 

. and ask our representative 
about a new W WP market 
and readership study that will 
help you slant your product 
sales story to this huge mar- 
ket. 


wood 


and 
wood products 


A VANCE PUBLICATION 
139 N. Clark St., Chicago 2, Ill. 
Phone: Financial 6-5380 


© @ 
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a revolutionary new idea by any 
means. It is a known management 
tool we tailored to meet every one 
of the goals I have outlined. Sever- 
al of the inquiry systems we studied 
employed this tool. 

The pre-assembled snap-a-part 
set consists of four pages with one- 
time carbon paper sheets between 
The first page is the transmittal 
sheet that accompanies the litera- 
ture requested. The second is a 
gummed address label, the third a 
sales lead form and the fourth sheet 
is a mail processing form. A busi- 
ness reply card and special mailing 
envelopes are part of the system, 


but not part of the snap-a-part set 


How It’s Done . . Let's take a 
typical inquiry and trace it through 
the procedure step-by-step. 

1. The inquiry is received by Sola 
and routed to the sales department 
of the product division concerned. 
The lighting transformer division 
and the regulator division both use 
the same snap-a-part set and pro- 
cedure 

2. A sales correspondent in the 
division reads the inquiry and codes 
it for a particular mailing list. About 
10°, of the inquiries require partic- 
ular information not covered by 
the prepared literature available 
These distributed 


among four or five sales engineers 


inquiries are 


who writes personal replies and en- 
close standard literature 

The other 90 of inquiries re- 
quire only the printed literature 
without any specially written letter 
The special letter and/or literature 
is passed to the secretary of the 
sales division 
3. She puts a snap-a-part set into 
her typewriter. The set is already 
collated and interleaved with one- 
The transmittal 
sheet (Fig. 1) is on top 


time carbon pape 
All typing 
registers into position on three car- 
bon copies underneath. She types 
the name, company, address and 
list code of the inquirer within the 
large rectangle. The sales territory 
code is typed within the small 
square Date, product concerned, 
and code numbers of the bulletins 
sent are typed in their. specified 
positions. The entire form is now 
completely typed 

4. The set is torn apart along the 
perforated top edge, and the carbon 


paper is discarded. The transmittal 
sheet and the business reply card 
(Fig. 5) are clipped to the literature 
being sent, and inserted into a spe- 
cially designed envelope (fig. 5). 
The second sheet is a gummed- 
paper address label (Fig. 2). The 
label is applied to the envelope, and 
it is ready for mailing. The inquiry 
has been promptly and easily an- 
swered. 

5. The third sheet is the sales 
lead (Fig. 3) which is forwarded to 
the sales force in the proper terri- 
tory with house mail. The sales 
force is now advised of the inquiry 
and knows what data the prospec- 
tive customer has received. 

6. The original inquiry is stapled 
to the fourth sheet: the mailing list 
processing form (Fig. 4). It is held 
in a tickler file at sales headquarters 
as a check on future action by the 
sales force. When a field salesman 
fills out the sales lead form and re- 
turns it to headquarters, a clerk 
attaches it to the mailing list proc- 
essing form and sends it to our agen- 
cy for tabulation as market data 

7. Literature offered in news re- 
leases and ads is keyed, as part of 
the bulletin code number, to each 
individual publication. By this bul- 
letin key number or from examina- 
tion of the original inquiry, we can 
invariably trace the lead to its 
We maintain a tally book 
where all the data from the inquiry 
is recorded. At the end of each 
budget period (oftener on special 


source 


products), we analyze this data and 
prepare a “result report” which we 
discuss with the sales executives. 

8. When we are finished with the 
mail processing form, we send it to 
the mailing house that maintains 
When the 


mailing house completes the check- 


Sola’s list on plates 


ing and plating of the name, they re- 
turn the form to us. We check their 
work for accuracy and then destroy 
all the papers on that particular 
inquiry. The name has been added 
to the proper mailing list. 

This completes the procedure. 
Sola does no more work than for- 
merly required simply to address 
an envelope. The moderate amount 
of time we spend at the agency is 
extremely helpful in getting data 
we need to make our recommenda- 
tions for future advertising and 
sales promotional plans. 





24-Hour Results . . How does it 
work? Just fine. Are the goals 
made? Well, let’s see .. . 

Inquiries are all answered 
within 24 hours. 

The sales force is supplied 
with leads from qualified prospects. 
Some of the leads are worthless, 
of course. However, the salesmen 
can judge the quality of the lead 
and act accordingly. In any case 
Sola knows what follow-up action 
was taken. And there are many, 
many of those leads that develop 
into orders. 

. . Even the prospective customer 
is happy, since he receives the in- 
formation he requested in time to 
use it. 

Why don’t you start “milking” 
your advertising and publicity in- 
quiries? Once your system is set 
up, you'll like the way it reduces 
your handling time and effort 
you'll have valuable marketing 
guides . . and you'll know that your 
prospects have your product in- 
formation before them while their 
interest is still high. That speed 
of response may turn many pros- 
pects into customers. The least it 
can do is build friends and respect 
for your company. That’s some- 
thing worth having too. 


[NEXT MONTH: How can you, the 
advertising manager or agency man, 
determine the worth of an inquiry 

. whether it is worth follow-up by 
a salesman? Mr. Clayton will dis- 
cuss the mechanics of a successful 
inquiry-grading system now in use 
for Company X.] 


Pit & Quarry 


circulation figures 


In the annual Market Data & Di- 
rectory Number of INDUSTRIAL MAR- 
KETING, published June 25, the net 
paid circulation figure of Pit & 
Quarry, included in its advertise- 
ment on Page 119, was given as 
15,038. This was incorrect, as the 
actual figure was 14,748. The error 
was due to the use of the gross dis- 
tribution figure shown on the ABC 
report for the period ending Dec. 
31, 1950, instead of the net paid fig- 
ure contained in the ABC statement 
for the period ending December 31, 
1951. 


IF YOU SELL TO ANY 
BRANCH OF THE 
PETROLEUM INDUSTRY.. 


You Should Read This Book 


Nothing Is More Important to a 
Realistic Consideration of Your 
1953 Advertising Schedule 


Here is a paper so live and vital that in one year it has 
attracted 8000 subscribers at the highest starting sub- 
scription rate in all journalistic history . . . a publica- 
tion read every day by 29,600 men of authority (3.7 
readers per copy, confirmed by a survey just completed) 
. a medium that offers positive visibility for all ad- 
vertisements, thorough top-influence readership and 
other advantages so important as to command the atten- 
tion of all advertisers and agencies considering 1953 
schedules directed to the oil and gas industry. 


Ask Today For 
the Anniversary Book of 
The OIL DAILY — the 
dynamic medium that 
turns advertising into 
news. 


THE OIL DAILY 
The National Newspaper 
of Petroleum 
IN THE 616 S. Michigan Ave., 


BUSINESS PAPER WORLD Chicago 5, IL. 


Turn Your Advertising Into 
NEWS ... in The OIL DAILY 
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on-the-spot 
Salesmen! 


When your product story appears in the ASME 
MECHANICAL CATALOG and Directory, each 


copy works for you as a resident sales representative. 


This salesman is on the job every working day; pre- 
sents your sales story exactly as you direct; demands 
no expense account. And as a competent technical 
expert, he functions as the perfect counterpart of 
personal selling. 


These 15,000 salesmen will sell for you in the plants 
and offices where the big bulk of specifying and buy- 
ing of products for the mechanical industries takes 
place. Each one is consulted, on an average, 30 to 50 
times during 12 months and by 3 to 5 persons who 
influence selection. 


A full page presentation of your products costs only 
$405 a year. Additional pages of catalog data can be 
presented at a descending cost which comes down to 


$162 a page beyond 4 pages. 


“ENGINEERED Industrial Marketing,” tells all 
about the twelve months selling job which the 
ASME MECHANICAL CATALOG and Directory is 
ready to deliver. A copy will be sent on request. 


MECHANICAL CATALOG 


and Directory 


The American Society of Mechanical Engineers 
29 West 39th Street, New York 18, N. Y. 


Advertising Volume 


sontinued from page 148 





Railway Mechanical & Electrical Engineer 


Railway Engineering & Maintenance . . 


changed its name to ‘Railway Track 


Marine Engineering 
t changed its nam 


Dental Survey . . reports the following re 


The Plant . . has correcte 


Machine Design . . has corrected it 
- nths total v 


Diesel Progress . . in reporting Jul 


res, incl 


Paper Mill News . . has correcte 
ight months total t 


my th fiaur ] 30) 
nonin tigure, 1,3UI 





Letters to Editor 


the index by three to five points. 
This took the curse off the re- 
search. If it is a tool for self-im- 
. I'm for it. 
But for crying out loud, tell the 
Copy Chasers to tone their enthu- 
. EDWARD A. 
associate 


provement . . and it is . 


siasm for gadgetry . 
STEEVES, 
Modern Materials Handling. 

P.S. The first 99 words of this 
letter “fog” at 6.0. Who was this 
guy Moses, anyway? 


former editor, 


Sales literature article hits 

bell . . admen ask more facts 

® TO THE EDITOR . . I have read your 
recent article, “How to Keep Sales 
Literature in Order and Up to Date” 
(IM, Sept., p. 20) and should like 
to state that I found it most en- 
joyable and informative. The su- 
permarket method of storing liter- 
ature in individual boxes was par- 
ticularly interesting, and I feel it 
will be a solution to a problem I 








YOURS FOR THE ASKING... 


A Series of Six 
One Inch Newspaper Ads 
Designed to Help 
Get Out the Vote 


PENNSYLVANIA TRANSFORMER COMPANY 
4 eCAAW HECTER COMPANY OWtON 
CAMONEOURS, FEMMETIVAMIA + Grenter Pumibergh Bietrier 











Gets Out Vote . . This ad by Penn 
sylvania Transformer Co., Canonsburg, 
Pa., in "Electrical World’ offered small 
space ads without charge to any adver 
tiser who wants them for 


Object: 


newspaper 


campaign get out the vote. 





have been faced with for some time. 

I would therefore like to take 
advantage of your kind offer and 
would appreciate information as to 
the source and cost of the boxes. 

Many thanks for your courtesies, 
and may I urge the continuance of 
similar articles that could possibly 
help solve the problems of others, 
such as myself . . WILLIAM E. STOEHS, 
assistant advertising manager, Peter 
A. Frasse & Co., New York. 


® TO THE EDITOR . . please send me 
the source and_prices of the litera- 
ture boxes with the cellophane win- 
dows. I read about them in Bob 
Aitchison’s article “How to Keep 
Sales Literature in Order and Up to 
Date,” in the September issue of 
Industrial Marketing . . porotHy J. 
spears, Tell ’Em and Sell "Em Ad- 
vertising Agency, Springfield, Il. 


® TO THE EDITOR . . Will you please 
send me the “source and prices” of 
the literature boxes described by 
Bob Aitchison in his September ar- 
ticle, “How to Keep Sales Litera- 
ture in Order and Up to Date.” 
Thanks much . . J. B. LYNN, adver- 
tising manager, American Floor 
Surfacing Machine Co., Toledo, O. 


® TO THE EDITOR . . An article by 
Bob Aitchison in the current issue 


of IM, page 20, describes a box for 
filing literature. We are interested 
in obtaining boxes for storing jour- 
nals and similar material in our 
vault and would appreciate further 
information as to where this box 
can be obtained and its cost. In- 
cidentally, we are not interested 
in the cellophane window feature, 
at least for journal storage, but we 
do like the hinged cover very much 

M. MIGNON GILL, librarian, re- 
search and development labora- 
tories, Universal Oil Products Co., 
Riverside, Ill. 


Asks permission to reprint 

® TO THE EDITOR . . We would like 
your permission to reproduce an ar- 
ticle, “The Origins of Business,” by 
John T. Fosdick, which appeared in 
your May, 1948, issue. 

Since we plan to run it offset, we 
need tear sheets of the original, let- 
terpress printing, if available 
JAMES E. JuMP, James E. Jump & 
Associates, New York. 


One copy not enough; needs 
another ‘Market Data Book’ 


®@ TO THE EDITOR . . We have had so 
much occasion of late to use your 
INDUSTRIAL MARKETING “Annual 
Market Data & Directory Number” 
in connection with our operations 
within the association and partic- 
ularly in our library, that I am 
wondering if it will be possible to 
obtain an additional copy for staff 
use. Please bill us if there are any 
charges for same, over and above 
our subscription bill . . DONALD G. 
KEEN, public relations director, 
American Management Association, 
New York. 


IM article becomes photostat 
presentation to management 

® TO THE EDITOR: Our interest was 
attracted by your article on em- 
ployee communications, page 62 in 
the August issue of IM. The subject 
was well handled. 

In connection with your article 
we are preparing a photostat memo- 
randum for study by our top man- 
agement people. We would, there- 
fore, like to receive your written 
permission to use this article. . c. s. 
BOLEN, editor, “Southern Telephone 
News,” Southern Bell Telephone & 
Telegraph Co., Atlanta. 


_ 17 COSTS LESS TO SELL 
IN A 


» \ CONCENTRATED 
MARKET 


THE MEATPACKING INDUSTRY 


*% is one of the largest, most stable 
segments of U.S. Industry, good times 
or bad . . buys in billions, year after 
year. 

% includes 3889 plants, almost ail 
located in or near major population 
centers . rmitting CONCENTRATED 
SELLING at minimum expense. 

*% is @ huge market IN ITSELF for proc- 
essing and packaging equipment and 
supplies ingredients materials 
handling equipment . . air conditioning 
and refrigeration . . canning machinery 
- + temperature control equipment . . 
motors, pipe, tires, etc. 


YOU CAN REACH THIS MARKET THROUGH 














% for more than 60 years, THE PROVI- 
SIONER has been paid for and read by 
the men whe make the important buying 
decisions in the plants which do most 
of the business. it reaches 97% of the 
companies you want to sell. Renewol 
Rate: almost 85% for over 15 yeors 
— 85.69% for 1951 — all 1-year sub- 
scriptions. 


% SEND FOR SPECIFIC, DETAILED DATA 
on SALES POTENTIALS for YOUR PRODUCT 


THE TIONAL 


THE MAGAZINE THE MEATPACKING 
INDUSTRY Chooses TO READ 


15 WEST HURON ST., CHICAGO 10, ILL. 


@ NEW YORK 17 * 








te 18 EAST Ate St, 
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now rigicor 

the lightweight, sturdy and 
economical board developed 
for prefab exhibits is 

flameproofed in 

the process of 

manufacturing 
After many months of 
research and blow-torch 
testing, Capex Prefab 
Exhibits are now built to 
meet the most rigid 
requirements. 


615 South Boulevard 


Evanston Illinois 


, 
Representatives 
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October 1952 
2-4..§ ety 


- National Shoe Fair, Palmer 
House, Chicago. 


tional Paper Trade Ass 
7 + 


Edgewater Beach 


November 


1-30..International Radio & Elec 
tronic Exhibition, Bombay, 
India. 


«Public Works & Health Serv- 
ices Congress & Exhibition 


1 


lympia, London, England 





how Below you see a 100-foot exhibit designed and built 


by IVEL for the Bakelite Company, a Division of Union 
Carbide & Carbon Corporation. But it’s not just a 100- 


the =< 


>. It was designed and constructed on a “mod- 

Be kel ite ular” principle, in 5-foot sections which can 
be used over and over again in many differ- 

ent combinations—to show the great variety 


Com pa ny of products fabricated from BAKELITE and 


titeve 


1 
pe: 





VINYLITE brand plastics. At the recent Pack- 
aging Show in Atlantic City, fifty feet were 
used; Philadelphia’s Plastics Show required 
eighty feet. The two sections shown below 





> Trade Show Clinic & 


“eae EXHIBIT 


niques, Belmont Plaza Hotel | " n 


y Refrigeration & 
oning Educational 


Aunicipal Auditorium do i 
zens were used by Magnus Harmonica at the 
rantive | Garvine lddue New York Toy Show as a part of Bakelite’s 
s Show, Auditorium, At O “customer service” program. 


lantic City, N. J 





Ivel offers you the some skilled designers and techni- 
cians who have stepped up trade show, convention and 


Wada S i sales meeting results for top flight American industrial 
© and business firms. Be sure to consult Ivel, the leader 


in the field, about your next exhibit. 


January /1953 


Sales Representatives 
RALPH L. WINTERSTEEN * 201 Buffington Road, Syracuse, N. Y 
LEON GORDON MILLER * 811 Prospect Ave., Cleveland, Ohio 
MAIL THIS COUPON NOW 
pean FOR VALUABLE INFORMATION 


} ears 
L Designers and Builders of 

Displays and Exhibils 
96-22 43rd Ave., Corona 68, N. Y. C. ILlinois 7-2002 
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G. M. Basford Co. PLEASE SEND ME [_] Check list of requirements for a successful exhibit 


[) Full details on your exhibit service 
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IF YOU WANT TO SELL THE KNITTING INDUSTRY... 
use the 


SPECIAL NOTE! 


if you want to reach 
the whole textile 
field... 

SAVE MONEY by us- 
ing our special combina- 
tion rate for The Knit- 
ter and Textile Bulletin. 
12 pages in each (total 
24 pages) cost less than 
12 pages in any general 
textile journal. 


TO REACH YOUR TARGET! 


you can CALL YOUR SHOTS because... 


e THE KNITTER is the only magazine in the 
United States published exclusively for the manu- 
facturers, dyers und finishers of hosiery and knit- 
wear. 

e@ THE KNITTER covers every mill of any im- 
portance in the United States and Canada... 
delivers all its circulation to the field you want 
to sell. 


e@ THE KNITTER reaches the men who do the 
buying . . . gives you plus coverage of key 
personnel who influence buying. 


SHOOT MORE OFTEN ... at lower cost! 


The Knitter’s low rates make it possible to tell 
your story more often, because you don’t pay 
for waste circulation out of your field. You 
can “tailor” your 

ads to a specific 

job, too, in ideal 

surroundings. 


If you sell the KNITTING DIVISION only .. . 
The KNITTER is your BEST BUY in the field! 


CLARK PUBLISHING CO. 
CHARLOTTE, NORTH CAROLINA 


/953 MARKET DATA 


Many detailed and factual 
market analyses are offered 
by business paper pubiishers. 
You can get them by referring 
to your 1953 


“753 Market Data 


& DIRECTORY NUMBER 


Industrial Marketing 
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June 25, 1952 


Tough survey made easy 


ntinued from page 64 





the mayor signed the proclamation. 

This was the keystone, without 
which the succeeding steps might 
not have been possible. 

The survey was scheduled to take 
place during “Modernization Week” 
and was thoroughly identified with 
it. Other civic leaders . . the city 
manager, the head of the chamber 
of commerce, the superintendent of 
schools . . were then acquainted with 
the project and sold on its merits. 

Following this, arrangements were 
made with the local newspaper for 
a special remodeling section to be 
included in the Sept. 7 edition. In 
this, the company bought a full page, 
headlined, “You can help write the 
Bay City story when the interview- 
er calls on you.” Local wholesalers 
and contractor-dealers also placed 
ads in this edition. The project 
gathered momentum when it was 
given the name, “The Bay City 
Story” . . a theme that reappeared 
in all promotion. Two weeks before 
the survey was to start, publicity 
began to appear in the local news- 
paper. First a general story ap- 
peared, then a photograph of the 
mayor signing the “Modernization 
Week” proclamation, finally a de- 
tailed explanation of the survey. 

The local radio station was sim- 
ilarly contacted, and a panel dis- 
cussion which introduced the re- 
search staff was scheduled for the 
opening day of the survey. 

Meanwhile, the actual survey was 
placed in charge of Dr. Charles L. 
Allen, assistant dean and director 
of research at Northwestern Uni- 
versity’s Medill School of Journal- 
ism. The survey required consid- 
erable preliminary work, including 
sampling arrangements and the pro- 
curement of area maps for schedul- 
ing of interviewing crews. A six- 
hour intensive training class was 
held for interviewers the day pre- 
ceding the survey in Bay City. To- 
tal manpower consisted of 33 staff 
members of Domestic Engineering, 
five graduate students of North- 
western, and Dr. Allen. 

These 39 pollsters drove into Bay 
City in a 12-car cavalcade, with 
signs on each automobile saying, 





“Official car Domestic Engineering 
Bay City Modernization Survey.” 
The procession was greeted by city 
officials under a large banner in 
front of the city’s largest hotel. The 
event was well photographed. 

That evening, a “kick-off” dinner 
was held for 65 people, which in- 
cluded the survey staff, and such 
city officials as the fire chief, the 
chief of police, and the county agent, 
plus 12 representative leaders of the 
industry served by the publication. 

All during the week of the sur- 
vey, the project received daily 
newspaper stories, totalling some 
300 column inches. Roughly 10 
hours of free radio time were re- 
ceived during the course of the 
project. This consisted of a half- 
hour round table and five other 15 
minute programs, all of which were 
repeated, in addition to spots. 

The net result of this barrage of 
press, radio and official publicity 
was that the survey was carried out 
without a hitch. Some 720 factories, 
farms, homes and institutions were 
visited during the week. A _ high 
percentage of the places called on 
had heard of the survey in advance 
and were cooperative. Consider- 
ing the length of time required to 
answer all the survey questions . . 
averaging a half-hour . . and con- 
sidering the detailed nature of many 
of the questions, it is doubtful if 
the survey would have proved as 
successful without this type of pub- 
licity. 

By making its market survey a 
civic event, the company literally 
opened the doors of a community. 





New uses for industrial paper 
continued from page 41 


to keep marble dust from damaging 
highly polished marble surfaces in 
shipment. Result: Riegel developed 
a new lacquer-coated interleaving 
paper, and a new market. 
Another inquiry was from an ex- 
porter who wanted a paper that 
bugs would find unpalatable. Im a 
hot, humid, African climate, the lo- 
cal bugs were chewing holes in rail- 
road tickets. It was found that 
Riegel’s regular jute tag would 


Do you sell the 
coal mining 


industry ? 


Make Your Sales Grow 
the Way Mechanization Grows 
... by reaching the 


PRIMARY BUYING INFLUENCES 


From 181 advertising pages in 
1938, first full year of publica- 
tion, to 1,350 (estimated new 
high) in 1952. That’s MECHAN- 
IZATION’S rise in acceptance. Of 
current advertisers, 63°; have 
been with us 5 years or more- 

and 30° have been with us 
10 years or more. Such growth 
and loyalty substantiate what 
surveys,* monthly polls, and 
catalogue requests tell us: 

In the coal mining industry, 
more primary buying influences 
receive and read MECHANI- 
ZATION than any other coal 
magazine. 

More coal-production men 
report MECHANIZATION most 


useful and interesting. Over 
15,000 copies reach buying in- 
fluences in major mines which 
account for 87°; of coal output 
and 95°, of purchases. They 
welcome MECHANIZATION | be- 
cause of a vital interest in our 
editorial objective of mine- 
mechanization, and our month- 
to-month treatment of technical 
operations, efficiency, safety 
and new methods. To these we 
add on-the-spot analyses of 
Washington decisions, trends, 
and regulations which affect 
coal. To get your full share of 
coal’s $1,000,000,000 annual 
purchases, do what we do: 
reach more primary buying in- 
fluences with MECHANIZATION. 


*Conducted by John F. 


1120 MUNSEY BLDG. 
WASHINGTON 4, D.C. 
NEW YORK @ “CHICAGO 

PITTSBURGH by 


ty 


Jke MAGAZINE of MODERN COAL 


ctober 1952 /161 





serve the purpose, and starve the 
bugs 

Another was for a paper to re 
place large cloth banners for gas 
stations. The paper would have to 
withstand rain, wind and sun. A 
special outdoor sign stock was de- 
veloped for this purpose 

An unusual request finding a 
simple answer came from a manu- 
facturer who was designing a new 
toy tambourine. He wanted to use 
paper instead of more expensive 
drum-skin. Riegel already had de- 
veloped such a sheet, a paper made 
from 100° 
drum manufacturer. It was exact- 


ly what the manufacturer making 


manila rope, for a toy 


the inquiry wanted 

These inquiries were exciting and 
important for Riegel. But the in- 
quiries that have really made the 
campaign pay off for Riegel have 
been the run-of-the-mill requests 
In most cases, Riegel’s sales engi- 


neers say, requests that seem un- 





BOT IT HELPS TO BARNESS 
THE POWER OF ELECTRICITY 


oe TAAGR-GEOE FaPeRS FOR teeUETAIAe Bat © 











usual to the customer can be solved 
easily by a standard paper that the 
made for 


company has already 


some other special type of job 





Mail campaign wins 


proaching 4¢,. Direct mail special- 
ists tell us this is a good percentage, 
whether you are selling beeswax, 
canned pheasant or steel 

Our letters were offset, with the 
name and address as a typewritten 
fill-in. We used a window envel- 
ope, which saved a typing opera- 
tion. The plastic gimmicks were 
stuck on easily and quickly with 
Scotch tape. We speeded up mail- 
ing time with the use of an office 
paper folding machine and our own 
Total cost of the 
campaign was $600 

Out of our gross of 2,370, we got 
back 183 undeliverable pieces from 


postage meter 


companies out of business, etc. This 
8° emphasized what the direct mail 
people have been saying for years 
keep any list clean and up to date. 

We are not veterans in the in- 
dustrial advertising field, and our 
direct mail program is new so 
we are often surprised at the num- 
ber of returns. We always thought 
especially industry 
Maybe 


much of it is, but there is still plen- 
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that business 
was relatively stable 


lost customers 


ty of flux, so our pile of 183 returns 
stamped, “moved, left no address,” 
made another mark on our expand- 
ing tally of direct mail experience 

Our give-away offerings were an 
added reply, and 
they did the trick. 
did not have to buy special items 


inducement to 
Incidentally, we 


reference book 
and_ pocket stock 
items. The steel information book 
was originally offered in our first 


because both our 


secretary are 


national campaign in Iron Age sev- 
eral years ago, and we keep a sup- 
ply of pocket secretary's to give to 
customers and to pass out at con- 
ventions 

To expand on the figure that this 
campaign cost us, here is the break- 
down of each letter: 


3c 

Ic 

2c 

2c 

6c 

ibor lle 
Total 25c 


This is the production cost and 


does not include the so-called “cre- 
ative cost.” 

These are the cold figures, but 
while mathematics may be _ harsh, 
practical and even dull, human be- 
ings rarely are. There was a light- 
er note that gave us all a chuckle, 
because of this human frailty of be- 
ing interesting and emotional. 

We received a card written in the 
shaky handwriting that is often 
characteristic of the very old. It 
said, “I am 85 years old, worked 
and operated a sheet metal shop 
for 63 years. Am so old I can hard- 
ly walk. Cut me off your mailing 
list, for I don’t expect to buy an- 
other pound of sheet metal.” 

It was amusing to us that we had 
disturbed the peace and quiet of 
this fine old gentlemen in Indiana, 
so we naturally sent him a note 
wishing him happiness in his re- 
tirement and an apology for the 
trouble we had caused him 


Where've You Been? . . We had 
some phone calls from customers 
in our local area, but most of the 
response was through the mail. A 
few of them asked where we had 
been, a fair enough question under 
the circumstances, and we told them 
still in East Chicago improving 
our services for their benefit. In 
one of our letters we mentioned 
that there may have been some in- 
cident to upset our friendly rela- 
tionship, and we wanted to straight- 
en things out. Some of the few 
companies to which this had hap- 
pened were good enough to get in 
touch with us, and we ironed out 
matters to the satisfaction of all. 
Sales resulting from this campaign 
have been good, but in our business 
we are not always able to supply 
a needed item at once. So the sales- 
men still have many leads and in- 
quiries on their desks which they 
will follow up when they have the 
items to sell in the future. Sales 
are always the important thing, but 
in this campaign we tried, in addi- 
tion, to do a public relations job 
with our former customers. If we 
couldn't sell them right away, we 
might be able to in the near future. 
This campaign was an eye-opener 
for us and the same situation 
might be existing in your own plant 
and office today. You have a file 
of lost customers, and while you 





KODASCOPE PAGEANT SOUND PROJECTOR 


Shows 16mm. movies with new brilliance, new clarity... sharp from 
corner to corner. Unique—focusing—audio system provides clear, 
authentic tones at all volume levels. The entire projector is perma- 
nently lubricated. An 8-inch speaker, ample for all average condi- 
tions, is cased with the projector... the accessory Kodak Multi- 
Speaker Unit can be obtained to expand the Pageant into a two- 
case, four-speaker outfit, capable of coping with virtually any 
acoustical condition. The single-speaker Pageant is $400... with 
the Multi-Speaker Unit, only $492.50. 


EASTMAN l6mm. PROJECTOR, MODEL 25 


Built for heavy-duty service in auditoriums, theatres, assembly 
halls. Unique geneva movement advances film surely, smoothly. 
Separate motors drive geneva movement, main projector 
mechanism, blower, and reel arms, eliminating all shock forces. 
Powerful optical system, completely Lumenized, assures spar- 
kling screen images. High-fidelity sound amplifier equipment 
gives amazingly faithful reproduction. Two models—high- 
intensity arc (shown) and tungsten. Prices from $3,485. 


IT PAYS TO USE 
KODAK Audio-Visual EquipMENT 


CINE-KODAK 
SPECIAL Il 
CAMERA 


The world’s most versatile 16mm. motion-picture maker, yet almost as simple 
to use as the average personal movie camera. The ideal camera with 
which to make your own top-quality films for teaching, demonstrating, 
lecturing, and research—with such professional effects as fades, dissolves, 
multiple exposures, and animations. Prices from $956.20, inc. Fed. Tax. 


KODASLIDE 
TABLE VIEWER, 
Model A 


Add new life and zest to small study groups by showing your 2” by 2 
color transparencies on this brilliant screen. In one handy case—o built-in 
projector, screen, and slide changer, that you can move from room to room, 
set it up in a moment. And there's no need fo dim lights or pull curtains! 
Price, $97.50. 





KODASLIDE 
PROJECTOR, 
Master Model 


Gives your color transparencies dramatic realism 
for large-group showings in classrooms, church 
hells, and auditoriums. Sharply detailed screen 
images are projected with such unparalleled bril- 
liancy that ample light may be left on for note taking! Cool and quiet in 
operation. Available with a choice of four fast lenses, including two sharp- 
cutting Ektar f 2.3 Lenses, and lamps up to 1000 watts. Prices from $169. 


Prices subject to change without notice. 





EASTMAN KODAK COMPANY, Rochester 4, N. Y. = 
Please send me information on the products checked: () The 
Kodascope Pageant Sound Projector; |) Model 25; (_-) Cine Special il; 
() Table Viewer; () Kodaslide Projector. 


NAME —e _POSITION__ 





COMPANY _ 
ADDRESS 
cITY__ 


ee 





The Magozine of American Airpower 
or le 


AIR FC 


Get the 


icon Air 
complete 


agozine F story on how 


to reach 


FORCE 
amen 
Airpowe 
tonne 

of Ame 
es 

The Ma 


the men 
responsible 
for the 
administration 


AIR FC 


of the “biggest 





Airpowel business in 


of Amen the world” — 


The Ma the USAF. 


Your 


The Ma 
AIR FORCE 





AIR FC 


advertising 


ican Ai , 
representative 
ogozine# has all 


the facts. 


FOR 
_ 


a 
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are looking for other sources, you 
may be neglecting an untapped res- 
ervoir of willing buyers. 

In our semi-war economy the un- 
usual in business is status quo. 
Often we all feel that nothing is 
normal, or ever will be again, and 
this places a big load on our sales 
and advertising departments. 

Our sales situation has been er- 
ratic and typical of the steel indus- 
try the past five years. We in the 


| steel business have felt the pinch 


and have found our- 
selves unable to supply our cus- 
tomers; the other hand, there 
have been times when everyone had 
enough and we just had to sell what 


of a strike, 


on 


we could in a flooded market. 

Many customers came to us in 
times of distress, and to their de- 
light, we filled the bill for them. 
But memories are short, and with- 
out an occasional reminder to your 
customers, active or inactive, you 
miss potential good business. 

Even if you don’t have much to 
sell, get in touch with your buyers, 
anyway. Let them know that you 
will be ready to de business when 
your stocks are replenished. 

We learned a lot from this cam- 
paign. And it is just a starter for 
us. These former-customer solici- 
tations will become a part of our 
regular direct mail schedule. 





Telephone, 
Telegraph, 


Teletype, or Tell your 
steno to order 
STRIPFOUNDERS'! 
2 

Good rules help make a good 
printing job (one is often judged 
by results of poor or worn 
rules). STRIPFOUNDERS: ore 

founded on Quality. 


Prompt Delivery On 
Rules, Leads, Slugs 
Quick attention to ali orders, small 
or large. Phone (ATiantic 5-3424), 

requisition or write today 
gar Send for free wall chart of 
faces in stock...and low prices. 
A Good Rule to Follows Use 


STRIPFOUNDERS 


4550 S. Federal Street + Chicago 9,!I\linois 


2-Point Body 


07 


2 





NOT 
Found 
Wanting! 


Weigh them any way to judge and you'll 
find STRIPFOUNDERS' are OK. Highest 
> ofade Linotype metal — hand finished — 
perfect foces — accurate — uniform! 
Prompt Delivery On 
Rules, Leads, Slugs 
|. Quick attention to all orders, small 
or large. Phone (ATlantic 5-3424), 
requisition or write today! 
we Send for free wall chart of 
faces in stock... and low prices. 
A Good Rule to Foliow: Use 


STRIPFOUNDERS 


4550 $. Federal Street ¢ Chicago 9, Iilinols 
ee eA a EE 














These 


Type Pictures . . 


iles, slugs and leads, are ill 


unusual 40-line ads of Stripfounders, Chicago, makers o 
lustrated with picture-combinations of the product itself. 





STOP 
The Presses! 


Rules that don’t fit 

can play havoc, 

cause delays—even 

damage. So Rule 
No. 1 of Stripfounders: THEY FIT! 
No. 2—They print evenly. They're 
made that way! 


Prompt Delivery On 
Rules, Leads, Slugs 
Quick attention to all orders, small 
or large. Phone (ATlantic 5-3424), 

requisition or write today 

we Send for free wall chart of 

faces in stock... and low prices. 
A Good Rule to Follow: Use 


STRIPFOUNDERS 


4550 $.Pedere! Street « Chicago 9, !!linols 
EATS 


8-Point Body 


812 





JOIN THE PARADE! 

e 
Thousands of printers go buy the rules 
of Stripfounders! Their healthy quality 
(free from “type measies”) and their 
hand finish insure good work which in 
itself can qualify for a parade of 
inspection. 


Prompt Delivery On 
Rules, Leads, Slugs 


Quick attention to all orders, small 
or large. Phone (ATlantic 5-3424), 
requisition or write today 
gee Send for free wall chart of 
faces in stock... and low prices. 
A Good Rule to Follow: Use 


STRIPFOUNDERS 


4550 $.Federal Street * Chicago 9,! Illinois 


6-Point Body 
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Agency 


since 1947, ads coincide with hobby of many printers 


Leo P. Bott, Jr. Advertising, Chicagc 





From Washington 


continued from page 18 





dustry to adopt every possible meas- 
ure to encourage more young peo- 
ple to go into engineering and re- 
search. 

The defense program has quick- 
ened the tempo of research and in- 
dustrial technology, ODM observed, 
“requiring that industrial and scien- 
tific developments which normally 
would have been spread over a dec- 
ade be accomplished in less than 
five years. 

“New discoveries and techniques 
call for an increasing number of 
investigators. As 
knowledge becomes more complex, 
increased specialization of individ- 
uals and longer periods of training 
are required.” 

During the next two years, the 
number of students completing col- 
lege training will be declining. Un- 
less there is a change in the trend, 
it will be virtually 
supply the expanded demands for 


each area of 


impossible to 


manpower in these fields. 





Columbia b 


ntinued from page 





to the Sea” (see cover) and “Cow 
Country is Chemical Country” are 
designed to draw attention to Co- 
lumbia-Southern facilities on the 
Gulf Coast. 

The photograph in the “We Pipe 
Brine” ad, selected after 
other art and treatments 
were rejected, was a stock photo- 
graph from Underwood & Under- 
The photo was retouched 
slightly to sharpen the horizon line 


several 
layout 


wood 


“It is much too early to reach 
any firm conclusions as to the ef- 
fectiveness of this long-range pro- 
gram,” Mr. Plunkett points out. 
“However, we do have several in- 
dications of progress. Prior to the 
start of the campaign, for example, 
we made a survey among a selected 
list of Business Week subscribers. 
A second survey, conducted after 
only eight ads had appeared, showed 
that Columbia-Southern had made 
the largest per cent gain in recogni- 
tion as compared with its competi- 
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A sales lesson 
can be learned 
from the election 


For the interesting details, be sure 
to read S. D. WARREN COMPANY'S 
message in BUSINESS WEEK, 
October 11; TIME, October 13; 
THE SATURDAY EVENING POST, 
October 18 
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DAILY Buying decisions are based on... 
DAILY Trade News and... 
DAILY Exposure to 

HELPFUL ADVERTISING 


Over 30,000 purchasing, management, and operating executives in 
the metal trades who believe in accurate timing read AMERICAN 
METAL MARKET five days each week. They make daily decisions. 
There’s no delay—they buy today! 

To sell today to the world’s most active industries, advertise in 
AMERICAN METAL MARKET, the only metal-trade publication 
geared to keep pace with the tempo of the times. 


Find Out Whey 


Ask for AMERICAN METAL MARKET’s unique story—find out: 

Why today’s metal, machinery, equipment buyers can’t wait. 

Why AMM carries a large number of exclusive advertisers and a greater volume 
of metals advertising than the combined total of several weekly and monthly metal 
trade publications. 

Why many leading companies have continued advertising in AMM for 10, 15, 
25 years and even longer 

Why AMM’s fully paid circulation has more than doubled in past 10 years . . . 
ABC statement 9-30-51 shows 6 months avg. of 12,249 subscribers at $20. each per 
annum. 

Why AMM is the fastest, most direct and most economical advertising contact 
between you and your metal-trades market. 


YOUR SHORTEST, FASTEST ROUTE FROM FACT TO ACT 


AMERICAN METAL MARKET 


Daily Newspaper of 


and Metal Industries 


ft Street KA8C) New York 38, NY 


TRADE ASSOCIATIONS OFFER 
INVALUABLE SERVICE on UNFAMILIAR 
MARKETING PROBLEMS 


Look them up. in Industrial Marketing's 
/953 Market Data & Directory Number 











Industrial Ad . . Unusual ad for ma 
chinery in textile publications looks more 
like fashion ad as the advertiser, James 
Hunter Machine Co., North Adams, Mass 
features customers’ end products in series 
of tie-in ads Jules Klein 


Advertising, Pittsfield, Mass. 


The agency is 





Western boosts sales 
itinued from page 112 


the balance of the year. 

Business publications were chosen 
to carry the entire load, because it 
was felt that no other medium pro- 
vided such a high degree of market 
selectivity combined with high read- 
ership and low cost per reader. 

The entire campaign was com- 
posed of 13 insertions of full pages 
in Chemical Processing, Food Pro- 
cessing and Industrial & Engineer- 
ing Chemistry. Three ads were in- 
cluded and were repeated in various 
sequences. 

Interesting angles on the cam- 
paign included: 

1. The parent company does no 
general consumer advertising, there- 
fore the results were produced by 
this one business publication cam- 
paign alone. 

2. Each Holo-Flite installation is 
custom-engineered . . so every in- 
quiry was returned to the head of- 
fice. There were no inaccuracies in 
the records through dealers or dis- 
tributors failing to report sales made 
directly from their shelves or ware- 
houses, because no such sales were 
made. 

3. There were no changes what- 





ever in the sales staff . . either in 
personnel or number of salesmen in 
1951, so sales results were not af- 
fected by variations in the size of 
the sales staff. 

Ad Manager Calvert Haws ex- 
plained the advertising as follows: 

“The three black-and-white ads 
were prepared by the agency, Do- 
zier, Eastman & Co. They were far 
from the usual ‘announcement’ ads, 
with big bold headlines and elab- 
orate artwork. They were ‘educa- 
tional’ ads, because the product was 
new. There was nothing like it with 
which Holo-Flite could be compared 

. it had to be explained in as much 
detail as possible on a page of space. 


Another problem . . Holo-Flite units 
were custom-designed to each par- 
ticular plant, and were expensive. 
The average sale in 1951 was $9,100. 

“The first advertisement explained 
‘what it is’ and ‘why it’s better.’ 
The eight-page bulletin was offered 
on request. The Western logotype, 
used in campaigns for other prod- 
ucts, was not revised for this series. 
The second and third advertisements 
were also long on copy, packed with 
solid information which left no one 
in doubt as to what the unit was, 
what it would do . . how and why.” 

Total advertising expenditure for 
space in the eight-month period was 
$6,384. 





Women in industrial advertising 


sontinued from page 136 


N.J., as secretary to the director of 
advertising and market research. 
Two years later she was appointed 
assistant advertising manager of the 
company. It was this job that led 
her to the manhole episode. The 
job also taught her the general 
routine of advertising production. 
Among her contributions to the 
company was help in setting up an 
IBM system to handle market in- 
formation. 

After joining Rickard & Co., pio- 
neer industrial agency in New York 
in 1943 and going through a brief 
sojourn as a copywriter and junior 
account executive on such accounts 
as the Sturtevant division of West- 
inghouse, Bakelite Co., and John A. 
Roebling Sons, Miss Beckman went 
into war work. She joined an or- 
ganization that produced instruction 
manuals for the Navy on fire con- 
trol equipment. Her job was to 
write copy for manuals dealing with 
the operation, repair and mainte- 
nance of the Computor Mark I, used 
to aim and fire five-inch naval guns. 
To do this she had to spend time 
studying at the Naval Fire Control 
School in Washington. 

When the war was over, she de- 
cided to return to the advertising 
agency field. Chance was instru- 
mental in bringing this about. She 
attended one of the regular meet- 
ings of the Industrial Marketers of 
New Jersey, in Newark. She knew 


nearly everyone there, because she 
was the first female member of the 
organization, having been admitted 
in 1940 when she was with Irving- 
ton Varnish & Insulator Co. Sub- 
sequently, she had been a director 
and treasurer of the New Jersey 
chapter of the National Industrial 
Advertisers Association. 

At the meeting she happened to 
sit at the same table as Franklin 
Fader, whom she had first met at 
an NIAA meeting when he was the 
speaker of the evening on market 
research. Mr. Fader had just estab- 
lished his own agency. He invited 
her to join his agency as an account 
executive and head of the industrial 
division. Within six months she 
had developed several new ac= 
counts. Within two years Mary 
Beckman was made vice-president. 

In personal life, Mary Beckman 
(Mrs. Clarkson Cranmer of Somer- 
ville, N.J.) appears as successful as 
she has been in business. She is 
the mother of a 16-year-old son, 
Jan, who is now working on a teen- 
age radio show of his own. Her 
husband is a lawyer, and Magistrate 
of Bridgewater Township, N.J. Each 
weekday morning, after getting 
breakfast for her family, Mary 
Beckman leaves at eight and drives 
to work some 30 miles away. 


Emily A. Taylor . . It was happen- 
stance that Emily Taylor became an 





Who's doing the 
buying in the 
ceramic field? 


EXECUTIVE PERSONNEL 
CERAMIC ENGINEERS 


RESEARCH DIRECTORS 


PLANT MANAGERS AND 
SUPERINTENDENTS 


CHEMISTS AND 
MISCELLANEOUS 


What magazine do 
they read? 


Nex amc 


Readers of Ceramic Bulletin are key men 
in every segment and branch of the vast 
ceramic manufacturing field — these are 
the men who buy the bulk of the material 
and equipment in the industry. Reach 
these men and get your share of this 3 
Billion Dollar market by advertising 
constantly in C. B. 

Remember, with only Ceramic Bulletin 
you can reach the key engineering and 
executive personnel in the entire ceramic 
field. 


Ceramic 
Bulletin 


2525 WN. High St., Columbus 2, Ohio 





ctober 1952 /167 








V7 advertising 
happened she has never had a de- 
sire to be anything else. 
tuiss ‘Taylor was born in Kearny, 
WW. J. Atter graduating irom high 
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1. ADVERTISING AND MARKETING 





Southern Advertising and Pub- 
lishing. Covers advertisers, sales and od- 
vertising managers and their advertising 
agencies. 
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New South Baker. Founded 1910. A 
welcome aid for the rapidly expanding South- 
ern boking industry. 
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Southern Food Processor. 


Reoches the leading processors, packing in 
cans, glass and frozen packages. a 
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Southern Garment Manufac- 
turer. Spokesman of and friend to this 
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Commercial Fertilizer. Founded 
1910. Leader in the mammoth fertilizer in- 
dustry, national and international coverage. 
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solers. 
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Southern Pulp and Paper Man- 
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Southern Printer. Reaches commer- 
cial printers and newspaper mechanical 
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Southern Stationer and Office 


Outfitter. Full coverage of leading sta- 
tioners and office supply houses. 
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woman But since it 


school she went into secretarial 
work In 1933, when 
hard to tind, she was lucky enough 
to land one with Nopco as a general 
It wasnt long be- 
rewarded. 


jobs 


were 


office worker 
fore her efficiency 
She 
vice-president 

rive years ago the manager of the 
advertising division re- 


was 


was made secretary to the 


industrial 
signed. Miss Taylor was offered the 
joo. She took it. 

After being appointed advertising 
manager she took special courses in 
business practices, law and adver- 
using at Pace College. She read 
everything she could lay her hands 
on that had anything to do with 
advertising. She devoured the busi- 
ness papers and said she found IM 
“a source of valuable information.” 

Today, Miss Taylor heads a staff 
of four in her department. She pre- 
handles the company’s 
advertising and 
budget which averages about $200,- 
000 annually. She does business 
with two advertising agencies. One 
industrial 


pares and 


sales promotion 


company’s 
has the com- 


handles the 
The 


pany’s vitamin division business. 


account othe: 


Nopco’s industrial division pro- 
duces a variety of chemical special- 
ties used in such processing indus- 
tries as papermaking, metal work- 
ing, textiles, leather, paint, varnish 
and lacquer, and a score of others 

Miss Taylor works closely with 
her agencies, setting up budgets and 
programs on a basis. 
The plans are then reviewed with 


the sales managers of the respective 


twice-a-year 


departments (no less than eight!). 
Atter okay by the individual de- 
partment heads, budgets are pre- 
sented in total to top management 
for approval 

Miss Taylor’s sales promotion ac- 
tivities include product guides for 
the field technical booklets 
and literature, mail. Two 
trade year handled 


entirely by the advertising depart- 


force, 
direct 
shows a are 
ment. 

Planning and supervising all of 
these tasks keeps her entire depart- 
| ment Miss Taylor, 
and sends her home too weary for 


stepping, says 


any strenuous hobbies. So for re- 
laxation she just reads, listens to 
music, watches her favorite TV 
programs and enjoys the comfort- 
able apartment which she shares 
with her mother in East Orange, 
N. J. 


Helen Thayer Hirst . . Mrs. Hirst 
entered the industrial advertising 
business in 1930 as a secretary in 
the Boston agency of Wolcott & 
Holcomb. Curiosity about en- 
graver’s proofs and printer’s galleys 
led her to learn about production. 
Before long she found herself work- 
ing in production. Within a year 
she was head of the department. 

When the agency dissolved in 
1935, she took a Sabbatical year 
as registrar of the Boston Y.W.C.A. 
and did group work with boys and 
girls clubs. 

But the urge to get back into 
advertising was too strong. In 1936 
she joined James Thomas Chirurg 
Co., Boston, as production manager. 
Three years later she also took over 
the agency’s traffic job. In 1943 she 
became media director. 

A year or so ago, at the request 
of F. Morse Smith, vice-president 
in charge of Industrial Equipment 
News, New York, she left her job 
and home in Boston and went to 
New York to become Mr. Smith’s 
assistant. 

Her present job makes her virtu- 
al advertising manager of the pub- 
lication. In addition she handles 
all promotional work, keeps cost 
records, interviews salesmen, buys 
printing and engraving, handles the 
company’s direct mail work, and 
takes care of 101 different details 
almost impossible to classify. 

She has two grown daughters. 
Betty, the elder, is married and 
lives in Boston. Pattianne, the 
younger, was graduated from Bar- 
nard College last June and is now 
with Interiors, New York. 

Readers of IM may remember an 
article by Mrs. Hirst in the Decem- 
ber, 1947 issue, which she wrote as 
media director of the Chirurg agen- 
cy, on the “Care and Handling of 
Space Salesmen.” 

In that article Mrs. Hirst declared 
flatly that, despite their faults, 
“Space salesmen are the most valu- 
able ‘river of ideas’ that a space 
buyer has.” But, she insists, planned 





interviews are necessary if a space 
buyer wants to avoid waste of time 
in getting at specific facts. 

Mrs. Hirst was instrumental in 
helping to develop the planned 
interviews technique which the 
Chirurg agency has been putting 
into practice. 





Manufacturers’ agents 


continued from page 92 


territorial concessions to obtain such 
coverage. Hence, territorial allo- 
cation is conditioned by the manu- 
facturer’s coverage policies. 

The important consideration is 
that territories be allocated on the 
basis of a predetermined plan so 
that the policy of the agent as well 
as his principal can be carried out 
with maximum effectiveness. It is 
axiomatic to the trade that the prin- 
cipal prospers only when his agents 
prosper; hence the principal can- 
not determine territories in a vac- 
uum. 

Territories should be designed 
from the point of view of the per- 
tinent factors and problems affect- 
ing the manufacturer, yet consider- 
ation should also be given to the 
individual requirements and policies 
of the agent. In this manner, ef- 
fective coordination of agent and 
principal functions can be realized 
and the objectives of each can be 
profitably pursued. 


Warehousing Problem . . When 
do you need warehousing facilities 
for your manufacturers’ agents? 
Census tabulations showed that 
only 1,423 manufacturers’ agents 
out of a total of 9,048 owned stocks 
for resale in December 1948. The 
data also show that agents are now 
able to operate with smaller inven- 
tories than was true in previous 
years. The cost value of goods on 
hand for resale at the end of 1948 


amounted to $12,919,000, or 2% of | 


annual sales of the stock carrying 
agents. Sales made for the agents 
own account in 1948 amounted to 
only approximately 2.5% of annual 
sales. 

The clear implication is that the 
maintenance of resale inventories 
has not been a very significant fea- 
ture of agent operation. The tabu- 
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to SELL the 
MILK INDUSTRY 


A 10 BILLION DOLLAR INDUSTRY 


When you visualize the vast River of Milk 
which dally flows from Dairyland U.S.A., 
through the many ch is of its pr ing 
and ente your table, you gain a better idea of 
what a Ten Billion Dollar industry offers from a 
Market standpoint. 

Each year $500,000,000 are spent for machin- 
ery, supplies and pl quip to 

intain this ly growing giant. 











WHY MILK PLANT MONTHLY 
GETS RESULTS... 


For 40 years MILK PLANT MONTHLY has been 
the Daily Guide book for the Key Men of the 
Milk Processing Industry . . . These men have 
grown to trust M.P.M. Editors whose informa- 
tive suggestions have not only prevented thou- 
sands of skinned & kh for producti 
workers but bave lighted the pathway to in- 
creased production at lower cost for manage- 
ment. The subscription renewal average of 
71.22% bears out this statement. By helping 
every department from the executive, on 
through every step of production, MILK PLANT 
MONTHLY hos gained a leadership which will 
Get Results for You. 


HOW TO GET YOUR SHARE... 


Your advertising message in MILK PLANT 
MONTHLY will be seen by the Men who 
Really Count. . . The Owners, whose word 
is low. . . The executives who specify and 
buy. . . These who recommend and whose 
endorsement can mean a new account for 
you. . . The men who daily use your ma- 
chinery or supplies; are responsible for making 
them pey out and whose acceptance is vital. 
MILK PLANT MONTHLY presents You to All 
of these prospects every month. . . Meet them 
es Friends on their own home ground and 
you'll find selling them a far easier and more 
profitable task. 

Here is your market. . . The profits from which 
will go to those who aggressively FOLLOW 
uP. 

Write teday fer Sample Copy, Market Dote 
end Rote Card. 


A. B. C. Audited Since 1929 
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lations, on the other hand, omit the 
factor of consigned stocks which are 
held by some agents and from which 
local deliveries are made. 

A full discussion of the agent 
warehousing function should in- 
clude both owned stocks and stocks 
held on consignment. Even though 
the census furnishes no information 
on consigned stocks, the field inves- 
tigation strongly suggests that ware- 
housed stocks are relatively unim- 
portant as compared with the total 
trade transacted by agents. In some 
trades, nevertheless, it is extremely 
important or desirable for the agent 
to maintain some stocks, even 
though sales from these stocks rep- 
resent a small proportion of total 
trade. Through the years the agent 
has consistently been able to op- 
erate with ever lower levels of in- 
ventory, or even to avoid handling 
inventories. 

The question is thus raised, “Why, 
or how, is the agent able to operate 
with relative efficiency without hav- 
locally warehoused 
from which to make de- 
No general answer can 
be given to this question. A variety 
of reasons are apparent, and their 
importance varies by trades. Analy- 


ing available 
stocks 
liveries?” 


sis of the cases discloses that certain 
factors appear to permit agents to 
operate without inventories and 
thus to avoid the warehousing func- 
tion 

Factors permitting agents to op- 
erate without resale inventories in- 
clude: 

1. Speed with which delivery can 
be made from factory . . Fast fac- 
tory delivery precludes the need for 
agent inventories. Frequently the 
favorable location of the buyer and 
the increasing efficiency of the 
transportation system permit deliv- 
ery to be made over-night. 

Inasmuch as our case studies were 
collected in the midwest, this factor 
may involve geographic distortion 
due to the concentration of produc- 

in the eastern and 
states. Nevertheless, 

reason why 


tion capacity 
midwestern 

one principal agents 
find it unnecessary to maintain in- 
ventories is the fact that little can 
be gained from intermediate ware- 
housing. In many kinds of business, 
over-night delivery is entirely ade- 
quate for buyers needs; therefore, 
the agent does not need to carry 


stocks. 

2. Custom built installations 

Heavy equipment and machinery 
built to buyers’ specifications elim- 
inate the need for agent stocks. 
There may be some need for repair 
parts inventories. Where equipment 
is not custom made, it is neverthe- 
less generally produced on order by 
the manufacturer. For example, 
standard pieces of ash handling 
equipment are not manufactured for 
storage, but rather are built on the 
basis of orders received. In the area 
of major installations and equip- 
ment, there is thus little need for 
agent inventories except repair 
parts. 
3. Goods used in the production 
of other goods and services . . Goods 
used in the production of other 
goods and services do not normally 
require inventory depots to be 
maintained by the agent. The ex- 
actness of the delivery date is more 
important to the industrial buyer of 
fabricating parts and materials than 
the speed of delivery. Modern in- 
dustry plans to produce according 
to a predetermined production 
schedule. The maintenance of this 
schedule requires a given flow of 
materials, and this flow must be 
consistently maintained. 

Generally, however, inventories 
are not allowed to be depleted to 
the point where the number of 
hours of delivery time is an impor- 
tant consideration. In normal times, 
many manufacturers carry a 30-day 
inventory of raw materials, and the 
buyer is principally concerned with 
the exactness of the delivery date to 
support this inventory level. 

Industrial users are generally able 
to predetermine needs to support 
the specified production schedule: 
hence it is not necessary for the 
agent to maintain locally ware- 
housed inventories. The essential 
factor is for the agent to be able to 
guarantee delivery by a given date. 
If this condition can be met, the 
buyers’ needs can be satisfied with- 
out warehoused inventory. 

4. The nature of the product is 
not conducive to the warehousing . . 
Certain goods do not readily lend 
themselves to warehousing because 
they are either fragile, bulky, or 
subiect to rapid phvsical or style 
deterioration. In addition, frequent 


handling may result in excessive 





damage. When any one or all of 
these conditions is present, the man- 
ufacturers’ agent typically does not 
warehouse inventories for resale. 

5. Inventories maintained by 
wholesalers . . Frequently manufac- 
turers’ agents sell to merchant 
wholesalers. When such distribu- 
tors are the principal class of cus- 
tomer sold, end users and dealers 
have ready access to regionally 
warehoused stocks maintained by 
merchant wholesalers. Agents in 
industrial goods may sell both to 
users and to distributors. 

One major function of the distrib- 
utor, in this case, is to provide fill- 
in orders as well as to sell the 
smaller accounts so that the user 
need for locally warehoused inven- 
tories is satisfied. The wholesale 
distributor usually buys in suffi- 
cient quantities and maintains large 
enough inventories so as to elim- 
inate the need for intermediate 
warehousing. Storage is one of the 
wholesale functions normally per- 
formed by such merchants who thus 
eliminate the need for stocks to be 
maintained by the manufacturers’ 
agent. 

6. Regionally warehoused stocks 
maintained by principal . . In some 
cases, the manufacturer accepts the 
responsibility of performing local 
warehousing. This arrangement 
gives the principal more market 
control because an agent who per- 
forms the warehouse function may 
find it expedient to discontinue the 
relationship with his _ principal. 
Should such a situation arise, the 
client manufacturer would tempo- 
rarily be without regional ware- 
housing facilities. 

To preclude such a possibility, the 
client may feel that his best inter- 
est is served by accepting responsi- 
bility for this function. The agent 
is thus relieved of any need to 
maintain inventories himself, and 
such a relationship appears desir- 
able to many agents. The repre- 
sentative has all the benefits to be 
derived from spot stocks, with none 
of the responsibilities inherent in 
maintaining them. 

Opportunities for extra sales vol- 
ume may be present as a result of 
the agents’ ability to offer buyers 
the convenience of local stock. Re- 
gardless of the advantages to be 
derived from spot stocks, the per- 
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tinent conclusion is that manufac- 
turers who maintain regional inven- 
tories eliminate the need for the 

agent to render such services. 
7. Incidence of repair parts ac- 
. cessibility borne by others . . Many 
This —— “hie j types of goods require that repair 
gummed fee: . } parts be immediately accessible to 
envelope : users. In some instances, contin- 
got too much water didn't get enough water uous operation of the production 
line may be at stake. Users of such 
equipment must be protected from 


The mail clerk soaked it, but the It stuck immediately, but because the 
gum won't take hold until it becomes water did not penetrate the gum, the 
tacky. So he weights it — and waits! flap popped open in transit — con- 
(Let's hope it holds!) tents lost or delivery delayed. costly shut downs by having quick 
access to repair parts. For other 
types of goods, the need may not be 
as extreme, yet repair service must 
be available to buyers. Our case 
studies provided several illustra- 
tions of how the burden of repair 
parts inventories is shifted from the 
agent. 


This 
For major installations the need 


taped 
envelope looks messy for immediate access to repair parts 
but it shows what happens when is particularly important. One prac- 
mail clerks get tired of fussing tical policy is to shift the burden 
with large gummed envelopes. for repair parts to the user by in- 
However, the effect is not good 1 She tat - ” 
a cluding a “minimum requirements 
and it’s an added cost! 3 : 
of repair parts in the purchase price 
of the equipment. The user is sub- 
sequently expected to maintain an 


inventory sufficient to meet the 


Ul this envelope is a DUBL-GRIP SELF-SEAL minimum safety requirements. If 


PRESS Made of tough Substance 32 Kraft with extra wide bottom this policy is carried out, the main- 
TO SEAL seal. The flap and back each have two strips of self-sealing tenance of repair parts stocks shifts 
adhesive that requires.no moisture. The mail clerk just to the user. 


presses down the fla and Presto! it’s sealed for life! ‘ 
ont : Bh se 8. Limited opportunities for in- 


creased earnings from stocks . . Our 
More and more mail is traveling first class — and bulky case studies suggest that the manu- 
mail requires a tough, light-weight envelope that seals facturers’ agent is currently less in- 
easily and holds securely. That’s why more and more mailing clined to carry stocks than was true 
departments are stocking these U.S.E. DUBL-GRIP SELF-SEAL in previous years because additional 
ENVELOPES. Two sizes: 9%” x 12%” and 10” x 13”, i 
Ask your Printer or packed 100 to a box, 500 to a carton. 
Envelope Supplier for 


nmnsptonets rn edettirdlh 


earnings are not often realized from 
warehousing. The profitability of 
; . UNITED STATES ENVELOPE CO. agent stocks may be approached 
iamediote: delivery 14 Divisions from Coast to Coast from two points of view, stocks 

Springfield 2, Massachusetts owned by the agent and stocks con- 
signed to the agent. 


a 
samples and prices o 


Manufacturers’ agents who owned 
stocks during periods of a normal 
market may experience limited op- 
portunities for increasing profits 


ARE YOu BUILDING A | 2M ' therefrom, principally as a result of 
HEDULE? the difficulty in realizing higher 
BUSINESS PAPER SC 7 prices from such goods. 


Prices are regularly established 





by the manufacturer, with the agent 


% Than rofer to having little or no control over 


Industrial tin ‘ prices to be quoted buyers. On the 
_ .8 Marke gs : transactions negotiated for the prin- 


cipal, the agent is obligated to quote 


1953 MARKET DATA 2,400 prices established by the manufac- 
turer. Theoretically the agent may 
& DIRECTORY NUMBER be free to charge whatever price he 





chooses on goods whose ownership 
he has acquired. 

If the agent were to proceed in 
such a manner, he might find him- 
self in the awkward position of 
quoting two different prices on 
identical items, depending upon 
whether the transaction was negoti- 
ated for the principal or for the 
agents own account. In reality, such 
a course of action is impractical; so 
the agent is in a position of experi- 
encing great difficulty in realizing 
a higher price from sales made from 
his own inventories. 

In purchasing, the agent may have 
difficulty in acquiring goods at a 
cost which is below the list price 
less his commission even though 
the agent’s operating costs are ma- 
terially increased by performing the 
warehouse function. The net result 
of these two factors is a lower mar- 
gin of profit on merchandise sold 
from owned inventories as com- 
pared to sales made on an agency 
basis. 

Under these conditions, the man- 
ufacturers’ agent maintains stocks 
on hand merely as a service to cus- 
tomers, and not because of any in- 
creased profits to be derived from 
such sales. The lack of a pecuniary 
motive may be a significant factor 
in explaining the agents’ preference 
for minimum inventories. 

No one factor can explain the 
agents’ ability to conduct his opera- 
tion with smaller inventories. Ra- 
ther, a number of influences are in- 
volved, each one with varying im- 
portance in each particular instance. 
The conditions under which manu- 
facturers’ agents may be able to op- 
erate without inventories have been 
illustrated. Similarly, a few ex- 
amples indicate the circumstances 
enabling agents to operate with low- 
er levels of inventories than pre- 
viously true. Taken together, these 
factors are believed to explain the 
nature of the problem. 


Warehousing Advantages .. 
Factors promoting the maintenance 
of warehoused stocks are as fol- 
lows: 

Under certain circumstances, 
warehoused stocks are an integral 
part of agent operation and may be 
a significant factor in the success of 
an agency. The manufacturers’ 
agent tends to carry stocks when 


buyers require this service, when | 


market conditions make stock car- 


rying profitable, when the agent is 


located remotely from his principal’s 
factory, and when the agent is cov- 
ering a market with relatively lim- 
ited and slow transportation facil- 
ities. 

Our case studies yield a general 
impression that the majority of the 
agents carrying stocks do so pri- 


marily as a service to buyers. Large | 
buyers often desire local stocks for | 


quick fill-in and emergency deliv- 
ery. Small buyers sometimes pur- 
chase such limited quantities that 
they desire to operate without 
maintaining inventories themselves. 
Buyers may need immediate avail- 
ability of repair parts and facilities. 
Where a manufacturer avoids pri- 
mary responsibility for repair parts 
and service, the agent may perform 
this function for his own protection 
and welfare even though no addi- 
tional fee may be received. 

The agent’s profits depend pri- 
marily upon his ability to meet buy- 
ers needs adequately. Sales of re- 
pair parts may account for less 


than 1% of total volume and, on | 


such sales, the profit may be neg- 
ligible; yet, the agent might be un- 
able to obtain the major and profit- 
able portion of his business if re- 
pair parts and facilities were not 
provided. 


Strong markets are conducive to 
In pe- | 


stock carrying by agents. 
riods of materia! shortage, the agent 
may try to maintain a large inven- 
tory as a service to his customers. 
In construction, for example, the 


contractor may face an expensive | 


delay because he cannot obtain rela- 
tively quick delivery on critical ma- 


terials. Under such conditions, the | 
agent may carry stocks when he | 
normally has no inventory, or he | 


may increase the level of his in- 
ventory so as to assist his customers. 

The goodwill created by the agent 
in supplying customers during pe- 
riods of short supply may be of 
permanent value. Like other busi- 
ness, the manufacturers’ agent must 
alter his operation to fit current 
conditions of the market and the 
general economy. During periods 
of shortage, the manufacturers’ 
agent is more inclined to carry in- 
ventories than is true when mate- 








Your Western Market 


$1,200,000,000 


That’s what the electrical in- 
dustry expenditures in the 11 
Western States and Hawaii will 
amount to in 1953. This includes 
equipment, apparatus, supplies 
and services. 

Utilities of the Far West, in- 
cluding federal power agencies, 
are spending at a rate of $800,- 
000,000 a year. At least $400,- 
000,000 of the electrical contrac- 
tor goods and services market is 
in this area. (Send for our Buy- 
ing Power Survey #152 for de 
tails.) 

ELECTRICAL WEST provides 
valuable “plus coverage” of the 
buying influences in the three 
important segments of the West- 
ern electrical market. It is the 
only electrical publication, na- 
tional or regional, which adds to 
the audience provided by the 
three leading national magazines 
required to reach utilities, con- 
tractors, and wholesalers. Here 
are the figures for the 11 West- 
ern States: 


Total for three leading 
P . 7712 
serving three major 


industry groups 





ELECTRICAL WEST 
(June 30, 1952 ABC figures) 

Electrical West provides over 
700 pages of editorial material 
each year of specific interest to 
Western engineers and executives 
in utilities, contractors, whole 
salers, and others in the elec- 
trical industry. Editorial quality 
is the reason why Western sub- 
scribers consistently rank ELEC- 
TRICAL WEST right beside the 
leading national publications in 
readership studies. 

More than 250 advertisers use 
ELECTRICAL WEST each year. 
They know that this magazine 
speaks with authority to their 
customers and prospects in the 
Western states. ELECTRICAL 
WEST deserves a place on your 
1953 schedule also. 


Representatives 


Walter Klein . . New York 
330 W. 42nd St. 


Michael O'Connell Chicago 
520 N. Michigan Ave. 
Frank Seiler . Cleveland 15 
1510 Hanna Bidg. 


Carl Dysinger los Angeles 17 
1111 Wilshire Bivd. /¢ 


Dick Alcorn - « Sen Francisco a 
68 Post St. 


ELECTRICAL WEST 
ABC A McGraw-Hill Publication ABP 
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EZE-STIK 


Self Adhesive ——S< Sa 


CALENDARS 


and 


thew, —S 


DATA CHARTS 


AND CUSTOMERS 


Can't be misplaced because 
they stick to any 
smooth surface 
without moistening 


Write, wire or phone for 
somples and prices or for o 


representative to call on you 


DEALER IMPRINT HERE 


For Your Elect 


EZ 
oh 


vical Work 





Fina 


ese 
2 
tenes 


06 

as 
40625 
Stier, 

“, 


Sd , 
ESTIK PRODUCTS CORP. 


424 West 33rd Street New York 1, N. Y. 
BRyant 99-1482 


See The 1953 


MARKET DATA & 
DIRECTORY NUMBER 


INDUSTRIAL 
MARKETING 


rials are freely available and little 
delay intervenes between the plac- 
ing of an order and the receiving of 
a shipment 

Strong market conditions also en- 
courage the handling of stocks for 
Many man- 
essentially 


reasons of profitability. 
ufacturers’ agents are 


These 


alter their policies, functions per- 


opportunistic. opportunists 
formed, and principals represented 
as conditions change in an effort to 
maximize profits. When conditions 


the 


may even increase the share of his 


warrant, manufacturers’ agent 
business done on a merchant basis. 
Strong markets limit or reduce the 
risk inherent in ownership of goods. 
the 


increase 


manufacturers’ 

his 
business from owned stocks because 
of the opportunity to take advantage 
apprecia- 


Consequently, 


agent may merchant 


of short term inventory 


tion. Nevertheless, stocks are carried 
by most agents, it is believed, on a 
more fundamental basis than the 
chance for short term inventory ap- 
preciation. 

Manufacturers’ agents may utilize 
warehouse facilities to handle pool- 
car shipments. The agent may ar- 
range pool-car shipments from the 
orders of several buyers to provide 
a lower Pool 
cars also provide economy for the 


transportation rate. 
client because shipping and admin- 
istrative costs are usually reduced 
in handling a carload as compared 
Han- 


dling pool-car shipments may: or 


to less-than-car-load units. 
may not involve acquiring title to 
the goods by the agent, but, when 
this occurs, it flows from the ware- 


house function. 





im NEWS 


Advertiser changes. . 


Dale Samuelson . . former 


Charles Kuhn . 


Owens-Corning Fiberglas Corp. . . 7 








*! bought 
GAS 


‘ because of its two-fold 
circulation plan of 96.5% ver- 
ification for list accuracy by 
C.C.A. and a 93.9% Reader- 
ship verification by an inde- 
pendent auditor. This 
proves conclusively the identity 
and readership of the men 
who read GAS and reduces 
waste circulation to a_ mini- 
mum." 


plan 








. .. and because GAS has 


> More complete coverage at the 
Billion Dollar Gas Utility and 
Pipe line industry. 


Largest circulation, with 92% 
to individuals in Gas Companies. 


Its circulation reaches the men 
who have authority to buy—the 
same men your salesmen contact. 


Authoritative editorial coverage 
backed by 26 years experience 
features the know-how and why 
of methods and techniques, which 
means high readership. 


More editorial and advertising 
pages per issue than any other 
Gas Industry Publication. 


A circulation increase of 79% 
in 10 years has kept pace with 
the growth of the industry. 


Lowest advertising rate per 


thousand circulation, plus com- 
plete industry coverage. 


Write for Lates 
Market Data. . 


A JENKINS PUBLICATION 


198 So. Alvarado Street 


Los Angeles 4, California 


Edward Lebo 


eianon 


New York 


sales analysis 


Donald K. Sorber . . 
jepartment, Pennsylvania Salt Mfg 
inted 


Philadelphia, has 


ager of the dey 


sales service 


G. Blaine Brown . . former 


supervisor, chemical division, Marathon 
‘orp., Rothschild, Wis 


to advertising manager of the 


has been 


Jari 


ff-highway 


Lee E. Copple . . former 


1 Firestone Tire & Rubber 


sales manager 
‘o., Akron, has been named sales man 
construction and mining 
f the Sterling Di 


iger of the new 
equipment department 
vision, White Motor Co., Milwaukee 
James W. Fowler . . former sales repre 
sentative, Glidden Cc 
been appointed industrial sales manager 


Cleveland, has 


for the company’s paint and varnish di 
vision, Toronto, Canada 
Tom G. Winterton . . former assistant t 
the sales manager, Latrobe Steel Co., La 
trobe, Pa., has been appointed advertising 
manager 

Donald W. Dawson . . former manager of 
product 
American Welding & Mfg 


has been named sales manager 


advertising 


‘e) 


development and 
Co., Warren 
building 
products division 

John F. Kurle . . former member of Sher 
man & Marquette, New York, has been 
named director of market research, textile 
Celanese Corp. of America, New 


livision 
York 

Fred W. Scott . . former sales manager 
products division, Carborundum 
Co., Niagara Falls, N.Y., has been ar 


pointed manager of the company’s newly 


is 


coated 


established merchandising sales 


Frank A. Kolb . . has joined the Standard 
Oil Co. (Ohio), Clevel 
He had previ 


advertising 


manacer 


BUTANEPROPANE 
Toe 


goes to 


STANDARD SIZE 


in January 


Y MECHANICAL CHANGE 


With the January, 1953 issue, 
Butane-Propane News type 
page (non-bleed) size will in- 
crease to 7 x 10 inches. Trim 
size will be 8% x 111% inches. 





( = 
Twice the Selling Area 


at No Increase 
in Page Rates 
WwW 


For Complete 
Information see Future 
Rate Section of 
Standard Rate & Data 
3 J 

W MORE ADVERTISING VALUE 


Now a BIG page size to sell 
the BIG Ipg. operators with 
the LARGEST circulation... 
over 12,000 every month. 











Closing Date 
FOR THE BIG 
JANUARY ISSUE 


Dec. 5th 


Butane-Propane News 


A Jenkins Publication 


198 S. ALVARADO ST 
LOS ANGELES 4, CALIF 
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eae Spotlight your selling messages in 


The PAPER INDUSTRY 


monthly magazine 


# . . Place your catalogue specifications in the 


PAPER and PULP MILL CATALOGUE = (yeorbook) 


. .. buy both; see Combination Rates (SRDS) 





America’s largest companies selling the paper and pulp industry — 
buy the unit — to reach the men in top management and operating 
levels who buy and influence the buying of equipment and sup- 
plies . . . Many companies use the unit EXCLUSIVELY! 


——_ @ ee 


The PAPER INDUSTRY has BY FAR the largest Volun- 
tary PAID (ABC) Circulation . . . at the lowest cost 
per 1000... 





® | [Pipe 


= 


For 33 years The PAPER INDUSTRY has been the how- 
to-do-it authority of the field, reaching right inte 
the heart of every problem, bringing help from 
scientist, engineer, administrator and technician. 


Buy the Unit! ; 
—_—_—_—_———_—— ENGINEERING HANDBOOK 


Sell the men who count! 


The PAPER INDUSTRY and the PAPER and PULP MILL CATALOGUE are published by 


Fritz Publications, Inc., 431 South Dearborn St., Chicago 5 





'@ news 


Defense, Electric Power Administration 


Washington, D. C. 


Ransom Cooper, Jr... has been appointed 
manager, nickel sales department, Inter 
national Nickel Co., New York. He had 
been assistant manager. H. D. Tietz has 
been appointed sales manager, Inco nick 
el alloys department, of which he had 
been assistant manager. 


Celanese Corp. . . New York, has estab 
lished a new textile division. K. C. Lough 
lin, vice-president, has been appointed 
general sales manager of the division. 


Paul S. Gerot . . 
president, has been elected president, 
Pillsbury Mills, Minneapolis. Philip W. 
Pillsbury, former president, was elected 
chairman of the board of directors. 


former executive vice 


Allied Chemical & Dye Corp. . . New York, 
announces consolidation of Solvay Process 
Div. and Solvay Sales Div. under the one 
name, Solvay Process Div. The executive 
sales office has been moved to 6! Broad- 
way, New York. 


Monsanto Chemical Co. . . St. Louis, an 
nounces plans for an industrial preserva 
tives section in the development depart- 
ment of its Organic Chemicals Div. 


Ralph L. Bell . . former assistant sales 
manager, Boeing Airplane Co., Washing- 
ton, has been promoted to sales manager. 


Kewanee-Ross Corp. . . Kewanee, Ill., has 
been formed through a merger of Kewanee 
Boiler Corp. and Ross Heater & Mfg. Co. 


©. D. Metz . . former manager, eastern 
district, Emerson Electric Mfg. Co., St. 
Louis, has been named manager of motor 
sales, succeeding William R. Fraser who 
has retired. 


Alfred L. Moeller . . former sales manager 

f plumbing brass goods, Chase Brass & 
Copper Co., Waterbury, Conn., has been 
appointed manager of sales personnel. 


A. E. Bottenfield . . former vice-president 
of distributor sales, Whiting Corp., Harvey 
Ill, has been elected vice-president of 
Waldie & Briggs, Chicago 


Agency changes. . 


Harold C. Walker Advertising . . 
apolis agency, has been appointed to han 
dle advertising and product promotion for 
Flour City Brush Co., Minneapolis 


Minne 


David Youner Associates . . a new ad- 
vertising agency, has opened at 33 West 


42nd St.. New York. David Youner was 
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* Send for these helpful selling tools 
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1001/Circle on Readers’ Service Card 


How to plan for a successful 
trade show exhibit 


This handy file folder on trade show ex- 
hibiting has a checklist of things to do in 
advance. It contains diagrams and pic 
tures of all the basic types of displays 
which may be bought or constructed. In- 
cluded is a “Handbook of Selling in Three 
Dimensions” which has valuable advice 
for exposition managers. Folder offered 
free of charge by Ivel Corp., Corona, N.Y. 


1002/Circle on Readers’ Service Card 


Ideas for incentive campaigns 


Many companies give prizes or pre- 
miums to employes as a means of sharpen- 
ing their selling drives or stepping up 
worker efficiency. A free kit containing 
sample copies of five merchandise prize 
broadsides has been issued by Cappel, 
MacDonald & Co., Dayton, O., to help 
sales executives plan easily conducted in- 
centive campaigns. 


1003/Circle on Readers’ Service Card 


What the packaging 
industry buys 

The value of materials and services 
used in packaging last year was in ex- 
cess of $7 billion. Packagers buy several 
hundred different items, which are listed 
in a market and media brochure presented 
by “Modern Packaging,” New York. The 
booklet enumerates the industries that 
comprise the packaging market and de- 
scribes how various departments in a 
company influence buying. 


1004/Circle on Readers’ Service Card 


Facts about the ceramic industry 

A comprehensive report by the Amer- 
ican Ceramic Society gives the kind of 
background information on ceramics op- 
erations that advertisers need to know in 


ciety Bulletin,” Easton, Pa., the report lists 
value and costs of products manufactured 
in each of eight categories of the ceramics 
industry. 


>. 
> 





Use these return cards 
for publications 
mentioned on this page 


1005/Circle on Readers’ Service Card 


Food purchases reveal 
scope of the feeding industry 


A dollar and percentage breakdown of 


ing units is presented in a folder entitled, 
“Analysis of the Food Service Industry,” 
by Ahrens Publishing Co., New York. The 
study embraces the 569,204 feeding estab- 
lishments outside the home, divided into 
30 separate categories. 


1006/Circle on Readers’ Service Card 


Slogan letterheads to fill 
your company’s bulletin needs 
Letterheads with punch headings and 
attention-getting illustrations are useful in 
messages to salesmen, customers and com- 
pany personnel. If you can't depend on 
an art department to produce the kind of 
letterhead you need for each situation, 
you will be interested in seeing the cata- 
log of prepared flash bulletins issued by 
Carr Speirs Corp., Stamford, Conn. 
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1007/Circle on Readers’ Service Card 


Huge metalworking market 
is your oyster 

Over $30 billion represents the value of 
equipment, materials, unit parts, machine 
and cutting tools, and miscellaneous prod- 
ucts bought last year by the metalwork- 
ing industry. What, where and how the 
metalworking industry buys is revealed 
in a new media information file published 
by “Machinery,” New York. 


1008/Circle on Readers’ Service Card 


Hotel market measured for size 


As an industry, hotels rank 7th, gross- 
ing over $2.1 billion annually. In this 


market, one-fifth of all places called hotels | 
do over four-fifths of the business. In a © 


fresh information file released by “Hotel 
Monthly,” Evanston, IIL, a new concept 
for measuring the hotel market is pre 


sented by means of separate fact sheets. — 
These point to where the greatest sales © 


potential awaits products and services 
used by hotels. 
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PRODUCTS SOLD 














CITY & ZONE 


*Note inquiries for items 


listed 


not serviced beyond Jan. 15, 1953 


No 
Postage Stamp 


Necessary 


If Mailed in the 
United States 








BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 510, P. L. & RB. Chicago, Il. 








Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, IIL. 
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* Send for these helpful selling tools 


1009/Circle on Readers’ Service Card 


Increase your sales 
with fluorescent papers 

The new luminous fluorescent papers 
have such great attention value that they 
are becoming increasingly popular with 
admen and printers. Radiant Color Co., 
Oakland, Cal., offers a folder entitled, 
"VelvaGlo Kit of Extra-Bright Ideas,” 
which suggests a wide variety of uses for 
these papers. The kit contains the com- 
pany’s paper sample book. 


1010/Circle on Readers’ Service Card 


New way to reach the $5 billion 
home appliance industry 

The opening prospectus of “Appliance 
Manufacturer,” Chicago, describes how 
this new publication will reach producers 
of electric, gas and oil appliances for the 
home. It contains a checklist of 40 such 
manufacturers, with the number of units 
each sold in 1951. 


Zz 





™ 


1011/Circle on Readers’ Service Card 
Aid to publicity handling 

A simplified means of preparing release 
lists, and of keeping publicity records, is 
described in a mailing piece issued by 
R. H. Bacon & Co., Chicago. It tells about 
the company’s new “Publicity Checker,” 
which is designed as an aid to more ef- 
ficient handling of publicity. 


1012/Circle on Readers’ Service Card 
Activities of 460 
architectural firms 

An analysis of architect activity by 
types of buildings for a 12-month period 
shows an average dollar volume of §1,- 
781,000 apiece, or 28 buildings. The study 
lists the first ten firms in each state, with 
number of projects, kind of projects and 
dollar volume. Prepared by “Architec- 
tural Record,” New York. 








BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 510, P. L. & RB. Chicago, Ill. 








Readers’ Serviee Dept. 


INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Ill. 
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1013/Circle on Readers’ Service Card 


Tips for solving 

your packaging problems 

Over a hundred ways to get better 
packaging are proposed in a booklet of- 
fered by W. C. Ritchie & Co., Chicago. 
The piece has a valuable check-chart giv- 
ing all the essential factors which must 
be taken into consideration before select- 
ing a new package. Numerous types of 
boxes, tubes and folding cartons are il- 
lustrated by diagram and photograph. 


1014/Circle on Readers’ Service Card 


Selling to the multibillion 
dollar aviation market 


The many divisions and subdivisions of 
the aviation market, together with its key 
functions, are discussed in a market data 
file prepared by “Aviation Age,” New 
York. The file contains extensive informa- 
tion to aid sales, advertising and market- 
ing men who are interested in selling the 
multi-billion dollar aviation market. 


1015/Circle on Readers’ Service Card 


Reduce office drudgery, 
reduce clerical shortage 


How to handle five tiresome office jobs 
with happier workers and at lower cost, is 
set forth in a booklet about office ma- 
chines published by Pitney-Bowes, Stam- 
ford, Conn. The booklet cites those office 
operations which it claims are the most 
wearing, tiresome and repetitive to office 
personnel, and suggests remedies that 
may please both employe and employer, 
and lessen turnover. 


10136/Circle on Readers’ Service Card 


Maintenance product buying 
in oil well drilling industry 

An enlightening series of articles on 
buying habits of oilmen in the field, in- 
cludes studies of such specific purchases 
as rotary bits, brake blocks, wire rope, 
rotary hose, V-beltage and tools. The 
series, reprinted from “Drilling,” Dallas, 
also contains an interesting story on rig 
costs. Offered without cost or obligation. 








former production manager 
Edwards Advertising, New Yor 


Central Advertising Service on 
agency, has been named to handle ad 
vertising and sales promotion for Richard 
Brew Co., Belmont, Mass., manufacturer EXAMPLE No. 


of delay lines and reflective coatings 


Geare-Marston . . Philadelphia agency 
has been appointed to handle advertising 


d publicity of th tool division 
eur aia & dene, Pahedehy tag "the LEATHER MANUFACTURERS 


agency already represents al! other divi 


Among America’s tanned, curried and finished 


sions 


Griswold-Eshleman Co. . . Cleveland agen 
cy, has been appointed ateaiiiu counsel 
for Kentucky Color & Chemical Co., Louis 





ville producer of dry pigments for paint 
ink, and plastics 


Henry A. Loudon Advertising . . Boston 
has been appointed advertising counsel 
for Bridgeport Fabrics, Bridgeport, Conn 
maker of weatherstripping for garage 
doors. 


French & Preston . . New York agency, | 

has been named to direct advertising for | 204. KEY PLANTS EMPL¢ rY 11.659 
the Gray Mfg. Co., Hartford, Conn. manu- | . 4 7 

facturer of Audograph dictating equipment; — account for 91°: of total employment, 
and Gray Research & Development Co., | 78° of production in this industry. 


manufacturer of radio and television broad . . : 
. re ‘ The latest McGraw-Hill Census identifies each and every one of these 


204 major plants — those with over fifty employees — by name, location, 
number of employees, chief product manufactured 

The leather industry is only one of 144 segments of manufacturing 
industry. In each of these 144 segments, McGraw-Hill’s Census iso- 
lates, identifies, classifies, and rates the worthwhile plants. 


casting equipment 


Marsteller, Gebhardt & Reed . . Chicag 
agency, has been appointed to direct ad 
vertising for Christiansen Corp., Chicago 
and its subsidiaries: Alumicast Corp., In 
justrial Smelting Corp., Magnesium Co. of 
America, and Titanium Co. of America 
The a jency was recently elected to mem s is — 
their 
ation 


aw-Hill’s Continuing Censu 


The basic purpose of snate 

publishing control. Knowing cee 

size, what they make — end — 

by mail and persona! ¢ ee 

pert influences within SS agree raced 
1 

ising ape — 7 eo of this continuing activity is 


— = nd of buying influences in key plants 
V 


nufacturers ore, 
to concentrate Our circul 
t, on the worth-while plants 
omparable company 


ho and where mo 


e serve. The 
os up-to-the-minute paid au 
for McGraw-Hill advertisers. 
on McGraw-Hill $s a 


tails j 
Complete de statistics as 


1949 Census, showing such = 
plant Jistribution by employee se - 
roups, by major and sub-majo a * 
Gets by regions, by states, 

all contained in 

DATA BOOK. Write us 


McGraw-Hill man for a 


other facts are 





or ask your 
copy. 





Dutch Medal. . For helping Holland 

rebuild its economy after World War Il 

with advice on U.S. packaging methods 

Charles A. Breskin, publisher of “Modern 

Packaging,’ New York, received the Order & McGRAW- HILL PUBLISHING COMPANY, INC. 
of Orange-Nassau from the Netherlands ® 


Cenmid Senseel Geld | & 330 WEST 42nd STREET ' NEW YORK 36, N.Y. 


ber 1952 /177 





Reaching a $3,000,000,000 
Annual Market 


an advertising must 


in 1953 


The Petroleum Industry is spending more for 
plant expansion, equipment, and engineering de- 
velopment than any other single industry, at over 
three billion dollars a year! Current domestic oil 
industry expenditures are at the rate of $600,000,- 
000 per quarter — compared with combined capital 
expenditures of $480,000,000 for iron and steel, in 
second place 


Average 


taff exceeds 


ly high pr 
presented in W. L. Towne Advertising 
nd format 

rive The r t t 


been appointed har 


CIRCULATION 
primarily as a Ce 
wit! a minimum 000 copie 
per issue (two-year avers ac lly has exceeded 
hard core of 1,34 
has developed. Balance 
r 1 basis 
oil men carefu 
nd influence on 
and approval 
ti rird . . 
Seeagieee Any ; Willard G. Myers . . Philadelphia, has 
ned the account of Cochrane Corr 


tationa 


manufacturer f industrial 

quipment anda steam 

. cessing, t ilties ifter 17 years f ntinuous 
Integrated Operations (men engaged ir 
re of preceding divisions), 3,349 In 
ong domestic distribution 

largest export circulation r . 
at 4,778 key o E. C. Watkins & Co... Det: has been 
EDITORIAL Ip} 1 ad ng counsel for Mechan 


place f 


ADVERTISING 
sole ppg pactdeagh John Falkner 


crease being by 14% f r ec nan 
an : 1s | na 


Arndt & Co. . . Phil 


repre 


erent 


Oaks, Pa 


>d thermo 


THE Richard La Fond Advertising . . New ‘ 


1as been appointed to handle all dealer 
promot xct mail and trade publica 
tion advertising for Preferred Utilities Mfg 


Majestic Bldg., Commerce St. Fort Worth, Texas ‘orp., New York manufacturer of indus 





Fred Bock Advertising . . Akron, has been 
4 ; é named to direct the advertising and direct 
This Emblem Means : meepntentpeg wang ee ey 


Annual Market Data 7 Suyahoga Falls, O., maker of alumi 


IT’S EASY FOR YOU & Directory Number 


to Get Media and Market Data Tech-Industry Services . . New York, has 


1m © direct all advertising 


When you see it in the advertisements of business publications — in their motion and pul r American 
promotion copy in folders, on blotters, in circulars — you are being x 3 
reminded that the publication has filed its complete reference data in The 

Market Data & Directory Number. It means you can find facts on the pub- 

lication’s editorial services, circulation, infivence, market studies, and 

similar information, adjacent to complete data on the market it serves. 








Arthur D. Little, Inc. . . 
has opened a midwest 
Exchange Bu 


M 


Tilds & Cantz . . Hollyw 


x 4 


Geyer, Newell & Ganger . . New 


has merged with W. Earl Bothwell 


New York, under the Geyer 


2anger name 


G. M. Basford Co. . . New York, } 
named to direct the advertisin 
licity program 

Elizabeth, N.J., manufact 

wire ana car le ronnectors 

J. Howard Allison . . Atlanta 


A 
new name I Gordon-Allisor 


Roy S. Durstine, Inc. . . Sa 


agency, has moved t 


wi 


York 


McKee & Albright . . Philadelphia agency 


is now located at 1809 Walnut St 


Wendell C. Galloway . . R 
agency, has moved t 


Bank, Suite 


Howard Preston Quadland .. i 
ity director, Hazard Adv 

New York, has organized H 

- public relations, with 


43rd St., New York. 


* 


oistaieuTiON 
SS es 


t issue 


Leading Oil Export Magazine 


make 
The Oil Forum . 
your link to 


zg ‘increased 1953 sales! 


: : The Middle East purchases 
USA gitculation about 65% of its drilling, 


producing, and refining 

5,297 equipment from U. S. manu- 

J ; ; facturers. All buys are spegi* 
Foreign circulation fied in the field. 


The Arabian»Ameriean Oil 
Leading Oil Company nowoperating with 
: HQ in Saudi Arabia, buys 
Magazine in the direct. They know that only 
Middle East men in the field can evaluate 
equipment where climate and 
temperature are important 

factors. 


*In 1953 it is esti- 
mated that M. E. 
purchases will be 
$424 million, with 
$276.8 million 
from the U. S. in 
4jA—— hard dollars. 


“Se ]i.a'U. S. salesman can get ap- 
wal of M. E. companies, visit 
‘or @ day, and visas for travel, 
the trip would cost a minimum 
of , a sum buying com- 
plete representation in diane of 
key men through the year. Be- 
sides OF’s leading export and 
high USA coverage, the M. E. 
coverage alone makes it a 1953 
advertising must! Place your 
space today. 


FCR BEST RESULTS WORK WITH YOUR AGENCY 


See opposite page for Market Data, SRDS for rates or write 


THE 


OIL FORUM 


Majesti¢ Bldg., Commerce St. Fort Worth, Texas 


For Up-to-the-Minute Market and Media Data 
use your 


New 1953 edition of the 
MARKET DATA & DIRECTORY NUMBER, 
INDUSTRIAL MARKETING 





SPACE BUYER'S 
Dream ! 


(if you can sell to this hungry market) 


iF you dote on facts you'll go for 
(in) BEDDING. 


@ The only publication in the entire 
sleeping equipment industry (pro- 
ducers). 


@ BEDDING spreads over $431,000,000 
market. 


@ Reaches manufacturers who produce 
90% of industry's volume. 


@ Only 800 manufacturers (who ac- 
count for remaining 10%) do not 
subscribe. 


@ Page ads cost only 33,4¢ per sub- 
scriber (12 time rate). 


For Detailed Data e 
. terial that will 
Industrial Marketing's awaken 


Annual Market Data 2A mar- 


& Directory Number Misia 


Merchandise Mart, Chicago 54 








AERONAUTICAL 
ENGINEERING 
REVIEW 


Aviation's 

ONLY 

Engineering & Design 
Publication 


@ 10,000 paid readership among 
ical ‘ s, desig aad 





aer 
specialists. 


@ 90% of readership in four top avia- 
tion markets — Manufacturing, Govern- 
ment, Research, and Airlines. 


@84°% of current advertisers have 
used the REVIEW for two or more 
years. Find out why! 


Write today for 
16-Page Aircraft Market Book 


Institute of the Aeronautical Sciences 
NEW YORK @: N Y 








Corn Roast. . | 


iting flor members 


Media changes. . 


Instrument & Apparatus News 
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Richord E. Miller . 


h 


Wilkin 


23 publications were represented at an, 
] Publisher Representatives at Parsippany 


plane he was piloting. Philip H. Hubbard, 
president and treasurer, Reinhold Publish 


orp., will be acting publisher of the 


B. H. Wambolt . . former executive editor, 
American Builder,’ Chicago, has joined 
Vance Publishing trp., Chicago, as ex 


ecutive editor, "Home Maintenance & Im 


provement 


William D. Perreault . . has been promoted 
to managing editor of “American Avia- 
Washington. Joseph Murphy, for- 

ly with American Airlines, will assume 
Perreault’s former duties as technical 


Craig Mitchell . . former supervisor of ad- 
vertising and sales promotion for General 
Electric's aviation and defense products, 
has joined “Engineering News-Record” and 

onstruction Methods & Equipment,’’ New 
York, where he will handle all sales pro- 
motion and advertising for the two pub- 


ications. 


Howard L. Waldron . . former associate 
editor, “Engineering & Mining Journal,” 
New York, has rejoined the staff of “Min 
ing World-World Mining,” San Francisco, 
as New York district manager. 


James S. Hornbeck . . formerly with Harri- 
son & Abramovitz, New York architects, 
has joined ‘Architectural Record,” F. W. 


dge Corp., as associate editor. 


Robert M. Price . . advertising manager of 
“Air Conditioning & Refrigeration News” 
ind “Appliance Digest,” Business News 





f the company’s new eastern offices at 
521 Fifth Ave., New York 

John Fistere . . former sales promotion 
manager of “Fortune,” New York, has 
been promoted to the newly created posi- 
tion of manager of sales development. 
Dwight Jennett . . former retail] sales pro 
motion zone manager, “Life,” has joined 
the Los Angeles advertising staff of ‘Pur 
Conover-Mast Publications, Los Angeles 
office 

James K. Gillam . . formerly associated 
with Jenkins Publications, has been ap 
pointed district manager for the Ohio ter 
ritory of “Foundry,” Penton Publishing Co 
Cleveland. 


19 business paper sales 
representatives named by ABP 


@ NEW yorK . . Edward B. Winter- 
steen, general manager, trade paper 
division, Reuben H. Donnelley 
Corp., and chairman of the promo- 
tion and research committee of As- 
sociated Business Publications, has 
announced the names of 19 repre- 
sentatives from member publica- 
tions who will serve on the commit- 
tee. 

Serving with him are Stanley E. 
Allured, eastern manager, Manufac- 
turing Confectioner; Richard E. 
Brown, eastern advertising repre- 
sentative, Bakers Weekly; Cyril B. 
Delgado, editor and business man- 
ager, Glass Industry; Robert E. Hill, 
promotion manager, Baking Indus- 
iry; Stephen R. Kent, director of 
advertising, American Aviation; L. 
S. Kunstler, business manager, Lin- 
ens & Domestics, and George E. 
Leckwood, president and treasurer, 
Paper Trade Journal. 

Also, Adkins Lowell, sales pro- 
motion manager, American Machin- 
ist and Product Engineering; James 
E. Neary Jr., advertising manager, 
Sports Age; Robert M. Price, ad- 
vertising manager, Air Conditioning 
& Refrigeration News; B. E. Saw- 
yer, sales manager, Chemical Engi- 
neering and Chemical Week, and W. 
Elmer Seaman, v.p., Chain Store 
Age. Other members are Charles 
A. Simonson, New York manager, 
House & Home; B. A. Sparks, pro- 
motion manager, Petroleum Engi- 
neer; Wallace J. Osborn, v.p., 
Keeney Publishing Co.; Mitchell 
Tucker, v.p. and advertising man- 
ager, Oil & Gas Journal, and L. E. 
Williams, advertising manager, Re- 
tailing Daily. 











in Man-Made Fibers! 


28 years as the only magazine specializing in this most vigorous, 
most progressive branch of the textile industry. 


STILL the ONLY magazine specializing in covering production 
and uses of rayon, acetate and synthetic fibers and film! 


Modern Textiles Magazine is one industrial magazine that ts 
read. Although the annual subscription rate is $5.00—higher 
than any other textile magazine—the renewal rate is consistently 
ahead of all other textile magazines: 


According to most recent A.B.C. reports: 
Textile World at $2.00 per year had renewals of only 56.10% 
Textile Industries at $2.00 per year had renewals 
of only 44.55% 
American Textile Reporter at $4.00 per year had 
renewals of only 67.67% 


But ———! 
MODERN TEXTILES MAGAZINE at $5.00 per year 


received renewals at the rate of 74.86% 


For most effective coverage of the man-made textiles industry, 

use Modern Textiles Magazine. Not a catalog! Not a hand- 
out! But a first class industrial 
magazine proved by nearly three 
decades of service as the number 
one publication of the man-made 
textiles industry! 
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World War II, or the Korean War 
with the exception that 


more agents and distributor outlets 


possible 


have been added because of a tend- 
ency on yur customers” part to 
de-centralize buying 


National 


literature and sales bulletins have 


advertising, attractive 
been the principal means of keeping 
yur sales representatives informed 
An annual sales conference ol 
three days has been quite helpful, 
particularly in view of the technical 
aspect of our product, and we find 
that this has been very helpful in 
over-all 


crystalizing policy and 


thinking within our sales group 


K. M. Henderson 


ae 
® pITTO, INC., utilizes a variety of 
types of distribution each, in our 
opinion, the best qualified in its 
field 

Two-thirds of our volume is sold 
through company-owned branches 

57 in this country, five in Canada 
Branch salesmen are equipped by 
training and experience to sell and 
install the more involved systems 
applications which are the backbone 
of our business Supplementary 
coverage consists of distributors in 
the less populated areas, stationers 
in metropolitan shopping centers 
and paper merchants in both. The 
sale and service of the company’s 
products to schools is done through 
school dealers serving this field ex- 
clusively 

This arrangement combines max- 
coverage with = specialized 
Each 


type of outlet is best able to serve 


imum 
selling skills at minimum cost 


the field in which it is preeminent 
Our basic marketing program and 


plan of distribution has been in 
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effect for many years Except fo 
1 materia! expansion in outlets and 
the adoption of regional sales man 
agement and control, our program 
has changed little since World Wai 
II. This latter change was necessi- 
tated by growth and the need fo: 
closer local contact of distributors 
and branches. Decentralized man- 
agement has been effective and has 
contributed to a rapid and substan- 
tial growth in volume 

Regional sales management is re- 
sponsible for keeping distributors 
and distributor salesmen informed 
about Ditto products and _ policies. 
Regional sales managers and deal- 
er supervisors direct local sales ac- 
tivities and provide organized sales 
training both on the job and at re- 
gional meetings. This is a continu- 
ing process regardless of the state 
of the market 

Our distributors have close and 
frequent contact with regional sales 
management and dealer supervisors, 
both of whom operate out of re- 
gional headquarters and are readily 
available to our distributing organi- 
zation Local management has 
broad authority, subject to home 
office policy, and is able and quali- 
fied to deal promptly and effectively 


with local matters 


we George S. Lamson 


e-F 


® THERMOID manufactures materials 
used both in the autcmotive and 
industrial markets. The great ma- 
jority of our materials in the indus- 
trial field are marketed through 
distributors, as are all of the mate- 
rials in the replacement division of 
the automotive field 

In both divisions we sell consid- 
erable volume directly to original 
equipment users, such as fan belts 
in the industrial division to manu- 
facturers of washing machines and 
brake lining in the automotive field 
to the car manufacturer 

We employ no manufacturers’ 
agents all of our contacts are 
made by company sales personnel 


We favor this method of contact in 
the field because it ensures that our 
customers wil! be served by factory - 
trained personnel who concentrate 
on one line of products. 

Our distribution pattern has re- 
mained constant for many years. 
We feel that selling through local 
wholesalers establishes availability 
of our products for quick delivery 
in all trading areas. This is neces- 
sary for emergency industrial re- 
quirements and absolutely manda- 
tory in all cases in the automotive 
replacement business. 

The major means of contact and 
education of our wholesalers’ sales 
through sales meetings 
conducted by our field men. In 


forces is 


turn, our field men go out on selling 
trips with the wholesaler salesmen. 
These activities have never been 
diminished, even through the war 
years, and are actively continued in 
today’s buyers’ market. 


A. F. Hills 
President 
crouse-Hinds C 


Syracuse, N. Y 


®TO MERCHANDISE our products suc- 
cessfully, we make sure that rea- 
sonable stocks are available in all 
trading areas. It would not be 
feasible or economical for us to 
these 
various locations; therefore, we re- 


maintain factory stocks in 
ly upon the warehousing and dis- 
tributing facilities of established 
distributors through whom 95% of 
our products are sold. 

To supplement the work of the 
distributor we maintain our own 
sales organization with branch of- 
fices in 25 leading U‘S. cities. We 
also have our own resident repre- 
sentatives in many other cities. 

The members of our sales organi- 
zation are in constant touch with 
the managers of these distributing 
organizations and their various de- 
partments of same, including the 
operating and sales organizations. 
This enables us to keep these vari- 
ous departments posted on our 
products and our sales policies. 


We keep in contact with these 





organizations by attending the many 
industry conferences and conven- 
tions which are held throughout the 
country. Each year many managers 
of distributing organizations and 
their salesmen visit our main plant 
at Syracuse, N. Y. This provides 
an opportunity for them to obtain 
first-hand knowledge of our prod- 
ucts and methods of manufacture, 
and for us to discuss sales policies 
and other matters of mutual inter- 
est. 

Our products are illustrated and 
listed in an elaborate, descriptive 
catalog which is distributed to ar- 
chitects, engineers, industrials and 
electrical contractors, in addition to 
our distributors and their salesmen. 

By maintaining our own sales or- 
ganization it is possible to keep our 
men thoroughly posted on our prod- 
ucts and policies. We can also re- 
quire their full-time efforts and 
complete loyalty which would not 
be the case if we employed manu- 
facturers’ agents who must of ne- 
cessity divide their time and loyalty 
between the various organizations 
which they represent. 


Arthur E. Jones 
President 
Irvington Varnish 
& Insulator C 

I ton, N 


® our Chemical and Cap-Seal Di- 
visions sell their products directly 
to industrial consumers through our 
own sales force. Many of these 
products are specifically developed 
for individual accounts, and their 
applications require close supervi- 
sion. 

The products of our Coating and 
Fibron (plastics) Divisions, being 
more standardized in character, are 
marketed primarily through manu- 
facturers’ representatives located in 
most large cities throughout the 
country. They carry adequate stocks 
of our products along with com- 
panion items of other manufactur- 
ers. 

We maintain a small force of 
salesmen who work within a 50 
mile radius of the home office and 
plant. We have found this arrange- 


\ 
+ 


Government ane 
tty “Bestex’ cove 
p ael types of instruc- 


% 


Better Buy Bestex 


Instruction Manual Covers 


tion books. Companies “ e for these requirements, 


k to Beaverit 


i loo 
octonnnnns and Bestex 


because Beaverite 


have been synonymous 


for many years. eds, and we'll submit samples and 


Tell us your ne 
quotations promptly. 


BEAVERITE PRODUCTS, INC. 


33 DE WITT STREET, BEAVER FALLS, NEW YORK 


Looseleaf Covers, Ring, Swing-O-Ring, ‘and Multo, in BESTEX Artificial Leather 


and Paper Cover Stocks: also Acetate Tabbed Indexes. To Your Order 


COVERS 
THE 
MARKET 


DEALER 

pie}:}:14;) 

MANUFACTURER 

HOME + COMMERCIAL + INDUSTRIAL HEATING 
30 YEARS OF SERVICE TO THE INDUSTRY 


FUEL OIL & OIL HEAT + 2 W. 45th St. NEW YORK 36 


(MU 2-4786) 
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Oho NAA EAN ET AE nth 


write for Sample 
copy and rate Card 


Daily Journal of Commerce 
711 SOUTHWEST 14TH AVE. 
PORTLAND 7, OREGON 

WORKING TOOL OF PACIFIC NORTHWEST BUSINESS 





heap fow Indians 


The JOURNAL of the American 
Concrete Institute is such a highly 
technical publication that very few 
except the chefs in the construction 
industry can read it with profit. For 
that reason, the circulation is small 
only 6800 and the rate ts cor 
respondingly low. At the same time 
your results can be sensational, be 
cause these chiefs are the men 
whose word is final on billions of 
dollars’ worth of business 
derail ee 
f your MDEDN 


JOURNAL OF THE 
AMERICAN 
CONCRETE INSTITUTE 


18263 W. McNichols Rd. 
Detroit 19, Mich. 
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ment advisable, for in this manner 
customers’ reactions to our products 
are secured first hand. Also, this 
closely controlled sales activity pro- 
vides us with data for judging the 
activities of our representatives. 

Our market research department 
keeps a constant vigil on the sales 
and potentials of our representa- 
tives. This information is passed 
on to the sales managers who con- 
tact the representatives. Our na- 
tional advertising program is de- 
signed to solicit inquiries on our 
products which are sent to our rep- 
resentatives. A system of inquiry 
follow-up keeps these leads alive 
and our representatives alert. 

We have done what we consider 
sound planning for the coming buy- 
ers’ market by introducing and 
maintaining our products primarily 
in firmly established fields of appli- 
cation which will continue and grow 
after defense production has sub- 


sided 


Alan J. Bronold 


Vice-President 


® WE ARE manufacturers of integral 
horsepower standard, geared and 
variable speed integrally housed 
electric power drives in ratings from 
% to 50 H.P. These products re- 
quire competent representation to 
successfully market them to indus- 
try generally. 

Domestic selling and marketing is 
carried on through 24 district offices 
staffed with factory trained em- 
ployees and 5 commission repre- 
sentatives who function the same as 
direct factory offices. In order to 
physically contact the broad seg- 
ment of industry with limited per- 
sonnel, a strong distributor policy is 
At present, we have 
359 authorized distributors who are 
serviced through the 29 district of- 
fices. Service facilities are avail- 
able nationwide through 175 au- 
thorized electric motor repair shops 
that back up the sales to and serv- 
ice of all Sterling Electric Motor 
user customers 


maintained 


Sales are made direct and through 
distributors. Generally because of 
narrow margins and occasionally 
through customer purchasing pol- 
icy, original equipment machinery 
manufacturers are sold direct. How- 
ever, if customers’ policy permits 
and a distributor can contribute to 
either the acquisition or holding of 
O.E.M. business, we protect the dis- 
tributor with a stipulated minimum 
compensation on such sales. 

At all times we encourage the de- 
velopment of sales through our au- 
thorized distributors and give them 
direct sales assistance in proportion 
to their interest in aggressively 
marketing our product. Our factory 
representatives work direct with all 
important channels of industry to 
gain acceptance for Sterling Electric 
Power Drives toward the end of 
supporting our distributor and di- 
rect sales activities. 

At the home office, it has always 
been the company policy to sell di- 
rect to all users in the city of Los 
Angeles; this being the only excep- 
tion to our broad distributor policy. 
Over-all sales policy has not changed 
since the war. 

Over-all selling is backed by an 
aggressive advertising and _ sales 
promotion program. Our product 
story in 1952 is being featured in 27 
business papers which, in general, 
represent the market we sell. This 
year over 200 actual documented 
case histories of satisfied Sterling 
users dominate our product adver- 
tising in national media. The leads 
developed from this advertising plus 
those resulting from local and na- 
tional direct mail campaigns pro- 
vide an active prospect list for our 
distributors and district personnel. 
Participation in national and local 
trade shows provides another sup- 
porting influence to customer ac- 
ceptance and over-all selling. 

Keeping distributors active in the 
support of your product is always 
a problem. The solution demands 
constant cooperative contact both 
from headquarters and the field. 

We provide a series of several 
sound slide presentations, a com- 
plete set of catalogs, price and data 
books, mats and cuts for local pro- 
motions, etc., plus a direct mail pro- 
gram and identification signs and 
decalcomanias. This material is kept 
current and forms the basis of reg- 





ular distributor sales development 
meetings with the distributor man- 
agement and their salesmen. Fac- 
tory men also have selling model 
sales tools and instruments to back 
up and dramatize their direct or 
distributor sales presentations. We 
endeavor to develop one man in 
each distributor organization in be- 
coming extremely familiar with our 
products. He can then backstop the 
organization on application know- 
how, improve effectiveness and 
minimize unnecessary travel time of 
factory personnel. 

Because of distance we do not 
hold factory meetings with distribu- 
tors. We do encourage their visits 
to the factory when visiting Los 
Angeles. This year to be more 
closely associated with our own dis- 
trict offices and the distributor serv- 
ice organizations, we have created 
two traveling regional sales man- 
agers; one operates in the East; the 
other in the West. These men are 
primarily responsible for sales con- 
tact and development in their re- 
spective territories and report di- 
rectly to headquarters. 

The Canadian market is served 
by the Canadian Sterling Electric 
Limited, Hamilton, Ont. The South 
American market by the C.LS.C.O. 
Corp., Los Angeles, excepting the 
country of Chile, which is covered 
by our manufacturing facility there 

. Compania Industrias Chilenas, 
Avenida Beaucheff No. 1621, Santi- 


Robert S. Black 
President & 
Treasurer 

Black Brothers Co 
Mendota, IIl 


® DURING our many years in busi- 
ness, our equipment has been sold 
principally through distributors and 
manufacturers’ agents. This has 
proved to be the most satisfactory 
means of securing close coverage 
of the market we are reaching. 
Our operation is world wide. In 
order to maintain close contact with 
the users of our products, we would 
need a large and cumbersome sales 
force with a supporting home office 





 foobes fasusine 


A ‘Report 


TO OUR CUSTOMERS 


*For the twelve month period 
ending July 30, 1952 


A Condensed Statement 


2,312 
20,900 


1,130 
375 


*Tabulation of all figures includes both CON- 
STRUCTION NEWS MONTHLY and CONSTRUCTION 
NEWS (weekly). 


CIRCULATION IN EXCESS OF 6500 





TOTAL NUMBER OF 
PHOTOGRAPHS PUBLISHED 


TOTAL INCHES OF 
NEWS PUBLISHED 


(exclusive of photographs) 


TOTAL PAGES OF 
ADVERTISING 


(display, classified and official notices) 


TOTAL PAGES OF 
COLOR ADVERTISING 


CONSTRUCTION ACTIVITES 
IN. ..OKLAHOMA 
Eastern oh Sm 
ARKAN 
Western TENNESSEE 
LOUISIANA 
MISSISSIPPI 








FOR DETAILED INFORMATION ON 


84 INDUSTRIAL and TRADE MARKETS . . . 


SEE YOUR NEW 


1953 MARKET DATA & DIRECTORY NUMBER, 
INDUSTRIAL MARKETING 
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SHORT ON COVERAGE ? 


Missing sales to industry? You need the broad, blanket coverage your advertising 
gets in INDUSTRIAL MAINTENANCE MAGAZINE 

More readers! 15% more than any other industrial publication. Readers at the 
plant operating, engineering, maintenance levels. Readers who specify. 

More plants! INDUSTRIAL MAINTENANCE takes your message into more than 
50,000 well-rated plants in 23 different industries. Prospects you may have missed! 
You get this broader, better coverage at lowest cost per thousand readers 

at only $1.75 per thousand. Try it! 


cover inoustay compcetety! INDUSTRIAL MAINTENANCE 


Phila., Pa. 








this 100% 
EXPANSION 


Can mean more 


SALES FOR YOU 





You'll be amazed at how little it costs to reach 
the MEN WHO BUY in the booming structural 
clay products industry. You'd be justified in 
spending a lot to turn this expansion into more 
sales for you, but you can do it for "peanuts" 


. ee 


Brick & Clay Record 


5 South Wabash Ave., Chicago 3, Illinois 

















organization keyed proportionately 
to the over-all effort. 

This applies not only to our do- 
mestic but to our foreign markets. 
We have built a fine export busi- 
ness through a distributor connec- 
tion that has representation in every 
country of the world, surpassing in 
efficiency any sales force that we 
would care to maintain in that mar- 
ket. 

The use of distributors, too, has 
removed a competitive effort by this 
important branch of industry, on 
the theory that if they were not 
selling for us they would be doing 
so for makers of similar equipment. 

Personal contacts are made with 
our distributors, supplemented by 
regular direct-mail information, at 
frequent intervals, keeping them in 
close touch with all phases of our 
operation. We supply all available 
tools for our distributor sales or- 
ganizations, plus a comprehensive 
advertising program in various busi- 
ness publications. 

Recognizing the entry into what 
is obviously a buyer’s market, our 
advertising program, both nationally 
and internationally, has been aug- 
mented with encouraging results. 
We are looking toward an era where 
maintained quality plus an aggres- 
sive selling campaign will show a 
satisfactory return to the manu- 


facturer 


G. Klinkenstein 


® our TYPE of selling is somewhat 
different from conventional meth- 
ods of distribution in that we em- 
ploy technical service representa- 
tives, not strictly “salesmen.” We 
sell industrial finishes which are en- 
gineered to meet the service re- 
quirements of the particular prod- 
ucts on which they are applied. For 
instance, a product suitable as a fin- 
ish for a lighting fixture should not 
be used on a refrigerator. 

Due to the highly technical na- 
ture of our products and require- 
ments for their application, we have 
found it necessary to render serv- 





ice> to our customers that can be 
handled only by experienced, tech- 
nically trained personnel. 

Selling through distributors has 
not proved to be satisfactory for us. 
Our salesmen are trained to become 


so well versed in \inishing materials, 
methods and procedures that they 
are considered experts and our cus- 
tomers seek their suggestions, to 
straighten out any bottlenecks in 
their finishing production lines 





Alcoa goes after ceramics market 


ntinued trom page 
tained a high percentage of alumi- 
na. Its properties were not fuily 
developed, however, due to crude 
firing practices. Apparently, it re- 
mained inert for centuries until 
modern techniques gave manufac- 
turers the chance to utilize its many 
advantages. 

The ads in the current series have 
been kept purposely academic with 
the “sell” deliberately played down, 
in keeping with Mr. Bonebrake’s 
original plan of subtly selling a 
forcefully 


product by selling an 


idea. Our copy angle: Here is a 
culture which attained a high level 
of ceramic development; here are 
the qualities which made their 
products outstanding; and here is 
how you can attain these same 
qualities today with Alcoa alu- 
mina. 

In certain instances where labori- 
ous and often 
methods resulted in superior ceram- 
ic wares, we have used the other, 


crude production 


equally obvious, approach of: Here 
is a remarkably good product; but 
here is the slow and costly way it 
was produced; so here is how Alcoa 
alumina speeds up production and 
cuts costs 

J. M. Clampitt of the advertisinz 
department used Alcoa’s internal 
publication, “Alchememo,” in mer- 
chandising the ads to the sales force 
and through them to the ceramic 
field. By this means our advertis- 
ing department explained the cam- 
paign, the market we were trying 
to reach and the media chosen to 
do the job. 
outlined the merchandising plan and 
told salesmen how to put it into 
action. Each new issue of “Al- 
chememo” carries reprints of recent 
ads, with the product manager's 
personal comments and merchandis- 
ing suggestions printed on the back 


In a second issue, he 


In this way, continuing interest in 


the campaign is maintained among 
the salesmen and up-to-the-minute 
developments are reported to them 


Salesmen Build Lists . . Fo: di- 
rect mail follow-up, each salesman 
was asked to secure a list of all 
ceramic prospects in his territory 
Insofar as possible, the prospects 
were production, research and op- 
erating management men of the 
various plants. A pre-print of each 
ad and the chemical analysis of the 
featured piece of pottery are sent 
each month to these men. This 
plan has been so effective that Alcoa 
now preprints more ads for the 
Chemicals Division than for any 
other Alcoa division. 

Reprints of each ad are also sent 
to salesmen for use as an enclosure 
in appointment-seeking letters 
Where a sales appointment is made 
by phone, the salesmen include re- 
prints in their confirming letter 
Additional reprints are made avail- 
able for conversation starters in 
personal selling and for sales call 
follow-up. 

The present campaign started last 
January and will continue through 
early 1953. It will be followed by 
a similar although much _harde 
hitting campaign stressing improve 
ment in ceramic 
products. At the same time, the 


contemporary 


illustrations and data accumulated 
for the current advertisements will 
be assembled into a quality booklet 
It will be offered to 
customers and prospects for their 
offices (the pictures will be suitable 


or calendar. 


for framing), files or sales force 
The ads have been designed in such 
a way that the original engravings 
can be used (with only minor al- 
terations) in printing the calendar 


or booklet. 


On the surface such an elaborate 


campaign might appear to be very 


For sales, advertising presenta- 
tions. Opens quickly for desk-top 
use. Very compact, Easy to carry. 
Folds flat. Each clear plastic enve- 
lope takes two presentation sheets 
back to back. Ideal for fast-moving, 
straight-to-eye sales story. Very 
economical. 


Call or write for salesman 
.. . descriptive folder 


aver \ 


4 \ 


LARNED AT SECOND 


DETROIT 26, MICH. 


“Binders to American Business’ 


TRIANGLE Continuous 
MOTION PICTURE PROJECTOR 


16 MM 
SOUND 
or SILENT 


Automatically shows your movies over and 
over with no rewinding . . . in undarkened 
rooms, “The one that works."’ Tested by UV. S$. 
Bureau of Standards. Used by government and 
biggest names in business. Bell & Howell 
Projector unit. Write Triangle Projector Co., 
5307 N. Ravenswood, Chicago 40, Ill. 
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ODERN 
AILROADS 


Now... F 


GREATER SALES 
POWER 
MORE EVIDENT 
THAN EVER 


in NIAA outline form! 


Send for your copy today 


ODERN & 
AILROADS 


201 North Wells Street CHICAGO 6, ILLINOIS 


METAL NAME PLATE 


Spotlight your product with a sparkling 
metal name plate We gladly cooperate with 
sales and: advertising executives to create 
standout identification which reflects your 
product's quality ... marks it for more sales, 
Send a rough sketch or blue print for design 
suggestion and quotation. Let us help you 
improve your product identification. Write 
now for detailed information. 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 272, Ill. Dept G 
Subsidiary of Dodge Manutacturing Corporation, Mishawaka, indiana 


costly. Actually, it has been ex- 
tremely reasonable, due in large part 
to the splendid cooperation Alcoa has 
received in the field. Photographs, 
files, research data and ceramic 
specimens have all been donated, 
except for small reproduction and 
print fees charged by foreign mu- 
seums. Otherwise, production costs 
have been no higher than normal. 

While not “hard 
sell” campaign, the series has re- 
sulted in contacts with several val- 
uable potential customers, especially 


designed as a 


in the electrical porcelain, tile and 
enameled metal fields. It has also 
drawn favorable comments from long 


established customers, strengthen- 
ing Alcoa’s friendly relations with 
them. But over and above these 
obviously important sales contacts, 
the series appears to be reaching 
every segment of the ceramic in- 
dustry . . the purpose for which it 
was developed. Inquiries to date in- 
dicate that the campaign is doing an 
institutional job among science, his- 
tory and art teachers, ceramic de- 
partments of major colleges and 
universities and ceramic hobbyists. 
Alcoa feels that such an appeal at 
the grass roots of the ceramic in- 
dustry can do much to establish 
Alcoa firmly here for the future. 





Employe, public relations 


Ir 1 page 


names of mythical shop employes, 
and invite you to picture these lit- 
tle informative wisps in your own 
company journal: 

“The Johnny Jones (she was 
Belinda Bangs of Bolt Assembly) 
will make it a threesome in July.” 

“Who's the ravishing blonde at 
MAin 1-1111, navigating under the 
name of Nellie, who calls Sid Snod- 
grass every mid-morning?” 

“Rumor has it that our good old 
XYZ Co. made a shipment of defec- 
tive parts to an Army base. How 
about it?” 

The editors of the better type of 
employe publication today carefully 
prune out the libelous item parad- 
As a result they are 
interesting news 


ing as news 
able to present 
items about people, and to use many 
more names than they have ever 
And a 


large majority of employes, in areas 


been able to use before. 


where surveys on the point have 
held, like the higher 


standards much better. 


been news 

Managements, particularly works 
managers, share with industrial edi- 
tors a feeling of confusion and frus- 
tration over plant reporters. The 
reporters come and go; they need 
constant prodding to turn in news; 
they submit material unfit for pub- 
lication. What's to be done? 

First, decide that the reporting 
(or correspondent) job is sufficient- 
ly important to warrant the com- 


pany’s spending a little time on it. 
Let the editor have some voice in 
the selection of the reporter. Get 
the works manager and particularly 
the shop foreman to understand the 
job, and cooperate with it. (Many 
foremen think that plant reporting 
is an excuse for time away from the 
job.) Most correspondents do not 
receive, or expect pay. But they 
do like recognition, and these are a 
few of the forms: A banquet or 
dinner occasionally, or a staff lunch; 
some form of souvenir, like a pen- 
cil; a by-line in the paper; an oc- 
casional staff newsletter from the 
editor that gives recognition for 
good decent treatment of 
copy; a course in reporter training. 
While you're at it, as an editor, 
here is the place to get the quality 
of photographs improved much 
of the photography originating at 
the shop level is not worth printing 

Employe publications need sup- 
port from two quarters to insure 
their effectiveness and their sur- 
vival from the very top and 
from the very bottom. If the com- 
pany chooses to regard the medium 
as of no value or importance, that 
sentiment will snowball right down 
the line. The publication will have 
the contempt of supervision, be- 
cause supervisors will be aware that 
upper management looks upon this 
form of communication with a 
shrug of the shoulders. The editor 


work; 





himself, usually enthusiastic at first, 
will soon sense top-level apathy, 
and will communicate his doubts 
and fears to those around him. In 
such an atmosphere, how can the 
reporters . . the unpaid ball-carriers 
of the lower level . . demonstrate 
loyalty, pride, cooperation, or even 
interest? In a nutshell, it’s this: 
Do it right, do it thoroughly, or 
don’t do it at all. 

The employe publication, as the 
principal device of published com- 
munication by management, is un- 
dergoing swift, progressive changes. 
It works in tandem with such other 
devices as the employe annual re- 
port, the management newsletter, 
the plant bulletin board . . even the 
open house and the plant tour. Each 
complements the other; each works 
toward a smoother, warmer rela- 
tionship between boss and employe. 

In the past several years com- 
panies have gone extensively into 
the readership survey. Many of 
these are conducted internally, by 
the publication itself. The absurdly 
high percentage of favorable return, 
however, suggests that perhaps the 
outside, objective survey would call 
the shots a little straighter. You 
don’t ask a surgeon to appraise his 
own operation. But surveys are 
turning up some new and wonder- 
ful findings about employes and 
their reading habits, their prefer- 
ences and dislikes. If the survey 
will put management on the right 
communications course, it will be 
worth much more than it costs. 

Sneaking of costs, what should a 
publication cost? And what does 
management get back from an em- 
plove publication, in cold dollars 
and cents? Curiously, both ques- 
tions can be answered at once: an 
employe vublication should cost 
whatever is reauired to establish a 
strong, continuing line of communi- 
cation between management and 
emplove. It is preventive medicine, 
and if it can prevent employer-em- 
ploye frictions that result in sit- 
downs and strikes, the value is high 
and the cost is little. From the em- 
ploye publication, management gets 
no dollars and cents return, unless 
you can so measure employe loyalty, 
understanding and cooperation. 

These things are not for sale. Like 
almost everything else worth hav- 
ing. they are earned. 








The “Big Boys” are 


BUYING 
BIG 


Owens-lllinois, Libbe ;-Owens- 
Ford, Corning, Lenox, Hotpoint, 
Roper, Kohler . . . and thou- 
sands like them .. . they are 

the industrial giants who 

read, and buy through 


Ceramic 


Write for our analysis of the 
glass, porcelain enamel, white- 
ware and pottery industries— 
who buys, what they'll buy, 
where and how much—there's 
no obligation. 


5 South Wabash Avenue 
Chicago 3, Illinois 
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Thi Uh i. THE IRON AND STEEL ENGINEER 


IS CONSIDERED “THE BIBLE” OF THE INDUSTRY 


A rich diet of editorial material—much of it 
actually requested by our readers—is the best 
way we know of to serve our readers first. By 
serving readers with information they request 
—reader interest is high—providing maximum 
impact for advertisements, and greatest return 
for advertisers. To sell the steel mill market— 
use the Iron & Steel Engineer. 


Write today for N.I.A.A. Sales Presentation 


IRON and STEEL encinetr 


1010 EMPIRE BUILDING 
PITTSBURGH 22, PA. 


tober 1957 /1s9 








gg ge ge ge ge 


from all Newspapers 


and Magazines 


4 (STABUSHLD G88 

a¢) 
} BURRELLE'’S PRESS CLIPPING BUREAU 
p 165 Church St., New York 7, N. Y. 


bif it’s printed, 


| 
} 
j 
j 
j 





PRESS { 


CLIPPINGS; 


7 Burrelle’s will clip it 


7) 





a ee ee ee ae ae a a a 








WANTED + CREATIVE INDUSTRIAL 
COPY WRITER 


Large, long-established, rapidly grow- 
ing Chicago agency wants man 28-35, 
who has passed beyond the ‘‘nuts and 
bolts" stege of industrial copy. His 
first love must be writing, and he must 
be able to demonstrate genuine creative 
ability in both magazine and direct 
mcil advertising. Must be able to work 
with clients in developing and present- 
ing sound, practical copy ideas. At least 
two years agency experience essential. 
Our people know of this advertisement. 
Send details of experience and salary 
requirements. 


Write Box 466, 
200 E. Illinois St., 


Industrial Marketing, 
Chicago 11, Ill. 

















If you wish to reach the 


coal trade use 


NEW YORK 
Whitehall Bidg. 


CHICAGO 
Manhattan Bidg. 


for over 67 years the leading 
journal of the coal industry 





WHAT'S GOING ON? 


Clippings from the business press, 
farm papers and consumer maga- 
zines can keep you posted on what's 
going on. The 2,272 publications we 
read are listed in the 192-page 
Bacon's Publicity Checker in 99 
market groups. 

Ask for free copy of Booklet No. 50 
“Magazine Clippings Aid Business’ 
Order Bacon's Publicity Checker on Approval 

Price $10.00 — it will soon save its cost. 


BACON’S CLIPPING BUREAU 


343 So. Dearborn St., Chicago 4 


Problems in marketing 


24 





ing the problem. The most logical 


way of determining an appropria- 
tion is to decide the sales goal you 
wish to attain, and then appropriate 
funds for sufficient advertising to 
help you attain that goal 

Studies and surveys made among 
industrial advertising managers 
show that the average expenditure 
for industrial 


advertising (we 


should say investment in adver- 


tising) is slightly more than 2% of 
somewhere in the 


bracket 


expected sales 
2.00% to 2.15% 


Six-step work sheet tells 


how to prepare publicity 


IEN’s work sheet will make 


addition to 


@ YES, 
industrial 
tells how to 
properly answer six important and 


a good any 


publicist’s library. It 
fundamental 


questions relating to 


product which is to be 


They 


any new 


publicized are: 


what is it? 
work? 


much will it do? 


how does it 
how 
wnat is it made of? 

measure? 


what does it 


what does it cost? 


The work sheet also devotes gen- 
the all 
subject of preparing good illustra- 


erous space to important 


tions for new product releases 
Another piece of literature on in- 
dustrial publicity well worth hav- 
ing is an article that appeared back 
in the June, 1947 issue of INDUSTRIAL 
MARKETING. Written by W. E. Irish, 
IEN’s editor and appearing under 
the title, “News Releases Do Talk,” 
it suggests nine way to make your 


material more usable to business 


paper editors 





ACCOUNTING EXECUTIVE 


Publishing firm with four 
hes chal- 
lenging opening for an executive who 
can assume full responsibility of 
accounting, purchasing, office systems 
and office management. He must be a 
—- a. ~ have sound techni- 
pub- 
lishing, and Ay “gureeauliey’ that will 
enable him to handle sales, editorial 
and office personnel. He must have 
the ability to become treasurer and 
business manager. Sclary open. Please 
send detailed outline of experience, 
education, age and salary requirements 
to Box 464, Industrial Marketing, 200 
E. tlinois St., Chicago 11, II. 


Chicago 














Advertising Man 


Perhaps you are buried in an advertising 
department. May you are with a bi 
agency or a publication and would like to 
become associated with a smaller organiza- 
tion where you can learn all phases of the 
business, have contact with clients and 
really learn what goes on. 

if you can write there is a place for 
you in a leading Chicago Industrial Adver- 
tising Agency. Only a letter giving full 
details will be considered. Box 465, In- 
dustrial Marketing, 200 E. Illinois St., 
Chicago 11, Ill. 











\2 years of survey! n competitive advertising 
g 
advertisers enable u 


See Market Data 


s to provide 


for leading 
t low cost 
monthly data-a rmation 


17 for further info 
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Well-known Distributor and Manufac- 
turer's Representative serving Kansas. 
Oklahoma and Missouri desires to ‘fill-in’ 
certain lines of AIRCRAFT HARDWARE. 
SPECIALTY ITEMS and INSTRUMENTS. 
Now doing multi-million dollar gross with 
well-established resident representatives 
contacting airframe manufacturers, con- 
tractors. airlines, etc. Years of experi- 
ence and “know-how” will provide in- 
creased sales for your products. BOX 
463, Industrial Marketing. 200 E. 
Chicago 11. Ill. 


Illinois. 


the Real Push 
Behind Sales! 


You'll find “Snips” a powerful 
medium to reach over 13,000 sheet 
metal, ventilation and warm air 
heating contractors. See Indus- 
trial Marketing Data Book. 

eer M = 
Snips Magazine 


5707 WEST LAKE STREET CHICAGO 44, HLLINONS 


NATION-WIDE FIELD SERVICE 


USEFUL TO ADVERTISERS AND EDITORS 
Organization of 500 capable Photo-Reporters provides 
effective way to obtain on-location photos, case histories, 
stories, testimonials and releases 

For more information write or ‘phone 


SICKLES PHOTO-REPORTING SERVICE 
38 Park Place, Newark 2, N. J. 





MALE WANTED — ADVERTISING DIRECT 
MAIL. Manufacturer of 300 varieties 
rubber bands. Sales all channels. Must 
know Layout — lists and direct. Un- 
usual opportunity. Job security and 
salary to properly qualified person. 


P. O. Box 869 


Alliance, Ohio 














Which ad 


attracted 


more readers? 


® THE Owens-Illinois ad for Kaylo 
insulation attracted more readers. 
The ad did especially well in get- 
ting readers to read most of the 
copy. 

Several powerful ingredients 
helped turn the trick . . including 
a poster headline with two strong, 
newsy words: “Caught in a Flood.” 
The message was a case history in- 
volving a news event of general as 
well as specialized interest . . the 
Kansas City flood. In addition, the 
ad offered two pictures of the “be- 
fore-and-after” type. This type of 
comparison, whether it shows “front 
and back” or “fast and slow” or any 
other obvious contrast is a magic 
way to capture interest partly 
because it is so easy to understand 
quickly. 

The clarity of the message in this 
set of pictures is strengthened by 
the technique of using the same 
pieces of insulation in the same po- 
sition in each picture . . first, flood 


Owens-Illinois 
Seen- 
Noted Assoc. 


Below is 
the answer 
to the problem 


on page 56 


soaked and caked with mud; second, 
washed spotlessly clean and “still 
usable.” 

Comparison of the readership o! 
these two ads is not intended to 
prove that a “before-and-after” pic- 
ture sequence will outpull a cartoon. 
Both techniques, when used prop- 
erly, can work well. But in this 
particular comparison, the picture 
sequence clearly pulled more read- 
ership. 

The Johns-Manville ad, although 
it came off second best, did reason- 
ably well. It had a valuable fea- 
ture: the headline labeled the prod- 
uct type quickly, beginning “Mr 
Insulation says...” A recent read- 
ership study showed that ads which 
thus label the advertiser's type of 
product in the headline attract more 
readers than ads that do not (IM, 
Sept., p. 68). 


The scores, as reported by Daniel 


Starch & Staff, New York: 


Johns-Manville 
Seen- 


Noted Assoc. 
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o Noted denotes the percentage of 
readers who, when interviewed, said they 
remembered having seen an ad—whether 
xr not they associated ad with the 


name of the product or advertiser 


oO Seen-Associated denotes the per 
cent of readers who said they remembered 
seeing the ad and associated it with the 


name of the product or advertiser 


@ Read Most <e: 


readers who read 50% 


copy 
Cost Ratio tells the relationship between 
the cost per hundred readers (who’'noted 
for example) for a specific ad and 
corresponding median average cost for 
all the ads in the same issue. A ‘Noted 
cost ratio of 175, for example, would mean 
that the ad “stopped” 75% more readers 
dollar than par for the issue, par being 
and representing the median average 
Thus a cost above 100 is above 


1verage; below 100 is below average 


ACB spots “‘one-word’” 
mentions as easily 
aS a double truck in color 


Do fabricators, convertors and 
retail stores mention your ine 
duct as a “reason why to wy 
in their news vaper advertise 
ments? ACB wil spot shhnsa Mines: 
tions” of your brand, or your 
competitor’s brand whenever 
they appear and furnish a tear- 
sheet, or typed detailed reports 
Get in touch with the nearest 
ACB office for rates and service 
Or if you prefer, ask for ACB’s 
big new 1952 catalog of servic is 
now available. 


The {dvertising 
Checking Bureau, Ine. 
New York 79 Madison Avenue 
Chicago ¢18 S. Michigan Avenue 
Columbus « 20 S. Third Street 
Memphis « 161 jefferson Avenue 
San Francises * 51 First Street 


NAMA Sasori ssn 





e 
v Directory of Southern 
chemical suppliers listing more 
than 1,000 sales offices, distributors, 
and manufacturing plants. 


Y Information oo to» 


the fastest-growing chemical market 
in the world can be reached through 


Published with the Journal of 
Southern Research and the 
Southern Industrial Directory 
WRITE TODAY TO: 

SOUTHERN CHEMICAL INDUSTRY 
5009 Peachtree Rd., Atlanta, Ga. 
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Don Gussow Publations (ne. 


Information Headquarters of the Billion Dollar industries They Serve 
FROZEN FOOD AGE + CANDY INDUSTRY + BOTTLING INDUSTRY 
TWE CANDY INDUSTRY CATALOG AND FORMULA BOOK 
220 East 42nd St., N.Y.C. * MUrroy Hill 7-877) 
CHICAGO 30 North LaSalle Street (FRanklin 2 9052) 

SAM FRANCISCO. Simpson Reilly. (té. 703 Market Street (OOugias 2.4994) 
LOS ANGELES. Simpson Reilly, \t¢, Mabiburton Building (DUakirk 61178) 








POINT your sales 
PROMOTIONS 


with specially designed 





TRADE MARK 
Show your Product, Trade 
Mark or Slogon, with faithful 
reproduction, on Individual 
ly Created “ADVER-TIES 
They're Catchy, Subtle 
and give the Umph' ond 
Spark you need at Conven 
tions, Anniversaries, Prod- 
uct Introduction, or for 
Dealer Programs 
SPECIALLY DESIGNED to 
meet exacting wishes, 
ADVER.-TIES ore 
HAND MADE by Leaders 
in the Field for 33 years 
NINE DIFFERENT PROC- 
ESSES to ossure Maxi 
mum Reproduction Ef 
fect . . . . Only finest 
quality moterials are 
used in ADVER- 
TIES 








| SEND SAMPLE of Adv. Matter 

| State approximate quantity de 
sired. Full details and prices 
cheerfully sent 





a 
American 
Neckwear Mig. Ce. 
(Original “Adver-Ties"” makers) 


$20 S. Franklin St, Dept. IM 
Chicago 6, Ul. 
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Index to Advertisers 





Abernethy Publications 
*Advertisers’ Research Service 
Advertising Checking Bureau 
*Acronautical Engineering Review 
Air Force 
Air Force Association, The 
*American Artisan 
*American Aviation 
*American Builder 
*American Ceramic Society 
American Chemical Society, The 
*American Metal Market 
American Neckwear Mfg ° 
*American Society for Metals, The 14-15, 82-83 
*American Society of Civil Engineers, The 171 
*American Society of Mechanical Engi- 
neers 156 
= Society of Tool Engineers, 
Insert Between 16-17 
Avastin Telephone & Telegraph Co. .. 127 
Analytical Chemistry 57 
*Annual Meat Packers Guide 157 
Appliance Manufacturer 89 
*Applied Hydraulics 28-29 
*Architectural Record 124-125 
*A.S.M.E. Mechanical Catalog 156 
Associated Business Publications, The . 66-67 
*Associated Construction Publications 86-87 
Automotive Industries 109 
*Aviation Age 153 
*Bacon’s Clipping Bureau 
Beaverite Products, Inc 
*Bedding 
Black Diamond 
*Blast Furnace and Steel Plant 
Brick & Clay Record 
Buchen Company, The 
Burkhardt Co., The 
*Burrelle’s Press Clipping Bureau 
*Butane-Propane News 
Candy Industry 
Cantine Co., The Martin 
*Capex Prefab Exhibits 
*Ceramic Bulletin 
Ceramic Industry 
Chemical & Engineering News 
*Chemical Engineering 
Chemical Engineering Catalog 
*Chemical Engineering Progress 
Chemical Materials Catalog 
Chemical Processing 
*Chicago Thrift-Etching Corp 
*Chilton Publications 
*Civil Engineering 
Clark Publishing Co 
*Commercial Fertilizer 
*Commercial Refrigeration 
*Conover-Mast Corp 
Facing Page 65, 94, 101, 153, 4th Cover 
*Conover-Mast Purchasing Directory 
. Facing Page 65 
*Construction Bulletin 86-87 
*Construction Digest 86-87 
*Construction Equipment 101 
*Construction News Monthly 86-87, 185 
*Constructioneer . 86-87 
Contractors & Engineers Monthly 19 
Contractors’ Electrical Equipment 38 
*Daily Journal of Commerce 184 
*Dixie Contractor, The 86-87 
*Dodge Corp., F. W 50-51, 76-77, 124-125 
*Domestic Engineering 
*Domestic Engineering Catalog Directory +. ; 
Eastman Kodak Co 163 
*Electric Light & Power 20-21 
Electrical Equipment 39 
Electrical Manufacturing 120-121 
*E lectrical West 173 
gineering & Mining Journal 2nd Cover 
Eze-Stik Products Corp 174 
*Flow 28-29 
*Food Engineering 
Food Processing 
*Foundrv 
*Fritz Publications, Inc 
*Fueloil & Oil Heat 
Gage Publishing Co 
*Gardner Publications 
*Gas 
Gray, Inc., Russell T 
*Gulf Publishing Co. 
Gussow Publications Inc., Don 192 
*Haywood Publishing Co 20-21 
*Heating & Plumbing Equipment News 62-63 
*Heating & Ventilating 27 
*Heating. Piping & Air Conditioning 10-11 
*Heinn Company, The 4 
*Hitchcock Publishing Co 
*Implement Record 
Industrial & Engineering Chemistry 
*Industrial Equipment News 
*Industrial Maintenance 
*Industrial Press, The 27, 
*Industrial Publications, Inc ‘ 
186, 189, 3rd Cover 
28-29 


Facing Page 33 
9, 


186 
62-63, 96-97 


*Industrial Publishing Co : 
*Industry Welding 28-29 
*Institute of Radio Engineers, Inc., The 138 
*Institute of The Aeronautical Sciences i 
*Institutions Catalog Directory - 
*Institutions Magazine +. ; 
*Iron Age }0-71 


Iron & Steel Engineer 3 189 
Ivel Corp 159 


*Jenkins Publications, rae. ; os ee 
*Johnson, Inc., Franklin H. 5 169 
*Journal of the American Concrete In- 
stitute 184 
*Keeney Publishing Co. 2, 10-11 
Kimberly-Clark Corp saseia ee 
*King Publications 
Knitter, The .. 


*Machine and Tool seed Book 
Machine Design : 
*Machinery ayant. 
*Maclean-Hunter Publ. ‘Corp. 
*MacRae’s Blue Book Facing Page 81 
*Marine Catalog and Buyers’ Directory 49 
*Marine Engineering & Shipping Review 49 
*Mass Transportation 32 
*Materials & Methods : 40 
*McGraw-Hill Digest .. ; 145 
*McGraw-Hill International Corp. . 145 
*McGraw-Hill Publishing Co., Inc. ..... 
2nd Cover, 31, 53, 58-59, 99, 131, 14s, 173, 177 
*Mechanical Engineering ~. 156 
*Mechanization 161 
*Metal Progress “14- 15, 82. 83 
Metal-Working : 34-35 
*Michigan Gartcartor & Builder ” 86-87 
*Mid-West Contractor . ; 86-87 
*Midwest Ag per 5 Agent, The eee 
*Milk Plant Monthly . ek is . 170 
*Mill & Factory . .e ee. 4th Cover 
+ Mississippi Valley Contractor 
*Modern Machine Shop 
*Modern Railroads . 
*Modern Railroads Publishing Co. 
Modern Textiles Magazine 
(Formerly Rayon and Synthetic sspsaniioee 181 
*National Provisioner, The 157 
*New England Construction 
*New Equipment Digest 
*New South Baker .. 
New York Times, The 
*Occupational Hazards .... 
Oil and Gas Journal, The . 
Oil Daily, The eee 
*Oil Forum, The ....... 
Palm, Fechteler & Co. .. 
*Panamerican Publishing Co. ... 
*Paper & Pulp Mill Catalogue . 
*Paper Industry, The (formerly The 
Paper Industry & Paper World) .... 
*Penton Publishing Co. . 69, 105, 117, 129, 
135, Insert Between 32-33, 64- 65, 80-81 
Petroleo Interamericano 36 
*Petroleum Engineer, The 
*Petroleum ce ner 
*Pit and Qua 
Plumbing 
*Power ... 
*Practical Builder ....... 
*Precision Metal Moldin 
*Proceedings of the I.R. +s 
*Product Design & Development 
*Public Works .... 
ae ee ake 
Putman ublishing Co 
*Railway Age 
*Railway Engineering and Sieintenance 
102-103 
*Railway “Mechanical Engineer 102-103 
*Railway Signaling and ne a os 
‘ -103 
*Reinhold Publishing Corp 
12, 13, 40, 57, 79, 85 
*Rock Products ‘ 133 
Sickles Photo- Reporting Service ace 
*Simmons-Boardman Pub. Corp 
6-7, 49, aor 103 
*Smith ‘Publishing ay. Wie. <>» 
*Snips Magazine 
*Southern olen | and Publishing 
Southern Chemical Industry . 
*Southern Food Processor 
*Southern Garment Manufacturer .. 
*Southern Jeweler 
*Southern Printer 
*Southern Pulp and Paper Manufacturer . 
*Southern Stationer and Office Outfitter . 
*Southwest Builder & Contractor 86-87 
*Steel .... Insert Between 32-33, 64-65, at 
*Steel Processing 19 
*Steel Publications, baie 3 
*Sutton Publishing Co., Inc. 
*Sweet’s Catalog Service 
*Texas Contractor 
Textile Bulletin 
*Textile Industries 
*Textile World .. ae 
*Textiles Panamericanos 
*Thomas Publishing Co. 
*Thomas Register 
*Tool Engineer, The 
Triangle Projector Co. 
United States Envelope Co. 
*Vance Publishing Corp. 
Wall St. Journal ‘ 
Warren Company, S. D. 
*Western Builder ... 
*Western Construction 
*Western Industry .. 
Wood and Wood Products 
*Wood anata Digest 
*World Oil .... 


Insert Between 16-17 
oe 187 


“For detailed reference data see The Annual Market Data & Directory, Number 





Affiliated with 6 Building Industry Magazines 
comprising the largest, most distinguished publicat 
in the building industry: Building Supply News 
Building Material Merchant, Ceramic Industr 
Ceramic Data Book, Brick and 

Clay Record, Masonry Building 

Send for our 64-page book THERE'S MONEY 
IN REMODELING... free to any manufacturer 


who asks for it on his letterhead 


"Tf you never go up hill you will never know what 


we a plain is like.” Thus a Chinese proverb. And thus 
PRACTICAL 


BUILDER too few business paper publishers. For it is easy 


to keep to the dull and dreary plateaus of publishing... 
to take the line of least resistance... to say only 
pleasant things. It is hard to“go up hill”... to fight 

for what is beyond the horizon...and to stand 


your ground until events prove you’re right. 
{ } { { 


practical builder fas never hesitated to move on 


and up... to explore new frontiers... to picture 


the light construction industry in proper perspective. 
In the process it has attracted an army of cover-to-cover 
readers: the forward-looking contractors and builders 
of America. Yes, and an ever-increasing host 


of advertisers who look to PB as... 


-.. Of the light construction industry 


© iwousTRiat PUBLICATIONS, IN 41CA 








am 
M&F 
GOLD MINE 





FOR ADVERTISERS ONLY! 


Show your space contract 





Here’s how Mill & Factory's circulation method 


“sluices out” pure buying power! 


Careful screening—through the personal calls of industrial salesmen— makes 
sure that every man on Mitt & Facrory’s circulation list exercises proved 
buying authority in a worthwhile plant! 

For Minit & Facrory’s circulation is built and maintained by 1.645 industrial 
salesmen, working for 142 distributors of industrial machinery, equipment 


and 


supplies. They call on the same men your salesmen have to see to sell 
your product. Like your salesmen, they have to know who has genuine buving 
I ; 5 ying 


power... their jobs depend on it. 

Our “circulation men” don’t sell subscriptions. They pay us for the privileg: 
of placing Mitt & Facrory in the hands of industry's key buyers—their best 
prospects and customers, and yours. 

That's why independent readership studies made on manufacturers’ own 
prospect and customer lists show that 3 out of 4 of ou readers are reached 


by no other one industrial publication, And that’s why Mitt & Factory rates 


4 so many general advertising schedules. 


Mills Factory 


OVER-MAST PUBLICATION 


at the top 





aA CON 


205 EAST 42ND STREET * NEW YORK 17, N.Y. 


REACHES THE MEN, REGARDLESS OF TITLE, YOUR SALESMEN MUST SEE TO SELL YOUR PRODUCT 





